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ABSTRACT 
Participatory Research on 
Sign Vandalism: 
A Nonformal Approach to 
Public Communication Campaigns 
(September 1985) 
Katherine Toland Frith, B.S., Chestnut Hill College 
M.Ed . , University of Massachusetts 
Ed.D., University of Massachusetts 
Directed by: Professor Horace B. Reed 
In 1984, the Iowa Department of Transportation 
identified a need for a state-wide public information 
campaign to reduce the incidence of sign vandalism in the 
state . 
A case study of the development of the public service 
advertising campaign aimed at reducing sign vandalism in 
Iowa forms the basis for the present study. Qualitative 
and quantitative methodologies were employed in this study, 
including survey research, participant observation and 
personal document analysis. The study specifically 
addresses the following research questions: 
1. What are the social and environmental factors 
which influence vandalism? 
2. In which age group is the incidence of sign 
vandalism the greatest? 
v 1 
3. Do teenagers in Iowa perceive sign vandalism 
to be a serious problem? 
4. What are the current levels of knowledge of Iowa 
teenagers regarding the fines and penalties attach¬ 
ed to sign vandalism? 
5. What method do Iowa teenagers regard as the most 
potentially effective way to reduce sign vandalism? 
6. Does the use of formative research, as a participa¬ 
tory message development process, promote ’bottom 
up* social change? 
7. Is public service advertising an effective way to 
increase awareness among Iowa teenagers about the 
problems and consequences of sign vandalism? 
A survey, conducted in 1984 with 506 Iowa teenagers, 
demonstrated that Iowa teenagers exhibited low awareness of 
the fines and penalties attached to sign vandalism. High 
school aged students appeared to have the highest incidence 
of sign vandalism behavior, although use of highway signs 
as room decorations appeared to be most prevalent with 
college students. 
The public service advertising campaign which was 
created using the findings from the survey and focus groups 
employed the theme: ’’Sign Vandalism --It's No Joke. It's 
a Crime." Four print advertisements were developed using 
this theme . 
The advertisements were evaluated using pre and post¬ 
tests which were conducted on the Iowa State University 
campus. The evaluation revealed that three of the four 
v i i 
advertisements had significantly raised student awareness 
of the problem of sign vandalism. 
The study concludes with an analysis 
as well as implications for practice and 
for further research. 
of the case study 
recommendations 
v i i i 
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CHAPTER I 
INTRODUCTION 
Background 
In the broadest sense this study was undertaken to 
determine the potential effect of advertising in creating 
social change. It was the author’s intent to examine the 
impact of a public service advertising campaign on a 
specific social problem and determine whether the 
advertising campaign would be effective in educating the 
public about the problem. 
Advertising has long held an appeal for educators and 
development planners who are interested in creating social 
change. However, advertising campaigns are for the most 
part grounded in marketing theory, not in educational 
theory. The marketing framework rests on the assumption 
that the advertiser, the developer of the messages, has 
information which is of relevance and interest to the 
audience. In educational terms, the marketing model paral¬ 
lels formal education or the ’top-down’ dissemination of 
knowledge. Education does, however, supply an alternative 
model for knowledge dissemination, and that is nonformal 
education. From a nonformal education point of view, it is 
the audience, or learners, who possess the information that 
1 
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is necessary to create the social change -- not the other 
way around. It is only through intimate contact with the 
audience that the advertiser can hope to determine which 
messages might create the greatest impact. It is the 
intent of this study to describe an advertising campaign 
which was developed using a participatory, nonforraal 
model . 
The social problem which forms the context for this 
study is vandalism -- in particular highway sign vandalism 
in the state of Iowa. There are three main types of sign 
vandalism: theft or removal of signs, defacement of signs 
by spray painting them or smearing them with substances to 
make them unreadable, and destruction of signs by shooting 
at them or running them down with a vehicle. 
As part of this research study an extensive review of 
the literature was undertaken using materials which might 
be relevant to the potential effects of advertising on 
vandalism. Actual studies on the use of advertising to 
counter sign vandalism are rather sparse, so the field was 
broadened to cover vandalism more widely. 
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Statement of the Problem 
The word "vandal" has an ancient, if ignominious, 
history. The Vandals were an East German tribe that surged 
across Europe in A.D. 406. Their armies plundered, ravaged 
and destroyed the land as they migrated across the 
continent. The Vandals were not known for their 
creativity. They left no monuments or statues by which we 
can remember their civilization, but they did bequeath to 
us their name, which today signifies the anger felt 
towards them by the early Romans for their destructive 
activities . 
The U.S. Department of Justice defines vandalism as: 
...the willful or malicious destruction, injury, 
disfigurement or defacement of any public or 
private property, real or personal, without 
the consent of the owner or person having custody 
or control, by cutting, tearing, breaking, 
marking, painting, covering with filth, or any 
other such means as may be specified by local 
law." 
(U.S. Dept, of Justice, 1982, p.6l6) 
The statistics on vandalism are alarming. The 
Justice Department (1982) indicates that between 1971 and 
1980 there was a 53% increase in vandalism in the United 
States . 
In terms of highway sign vandalism there has been a 
similar, alarming increase. A study compiled for the 
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Transportation Research Board in Washington, D.C. by Chadda 
and Carter (1983) noted that about 50 million dollars are 
being spent annually in the U.S. by state departments of 
transportation to replace stolen and vandalized highway 
signs. In addition, the indirect costs incurred by state 
governments for injury and tort liability in accidents that 
result from missing and vandalized highway signs are 
estimated to be about the same magnitude. 
Although public opinion polls measuring the importance 
of issues in the early 1980's found crime listed among the 
top three (O'Keefe and Mendelsohn, 1984), public outrage 
seems to be directed more toward violent crimes. Public 
sentiment about the problems created by vandalism, and in 
particular sign vandalism, has not been particularly 
strong. Cohen (1955) notes that certain acts of vandalism 
are sanctioned by society, within limits and on certain 
occasions. Sign vandalism seems to fall into this 
sanctioned category. The use of highway signs as room 
decorations is prevalent -- particularly on college 
campuses. And not surprisingly, road signs can be seen in 
current television series like "The Whiz Kids” (CBS, 1983— 
84) hanging on the children's bedroom walls. The fact that 
sign vandalism is tolerated by certain segments of the 
public makes this situation particularly appropriate for 
this research study which focuses on the use of an 
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educational treatment, a public service advertising 
campaign, to correct the public misperception that sign 
vandalism is an innocuous crime. 
In the U.S., some states have attempted to 
"deopportunize" highway signs by raising them 7 feet above 
the street level and by using vandal-proof hardware to 
discourage theft. In fact, there are a number of 
engineering-type solutions which have been used, with 
varying degrees of success, to discourage sign vandalism 
but as Chadda and Carter (1983) point out, these measures 
need to be used in conjunction with educational programs 
to rally public awareness and support, if an overall 
reduction in sign vandalism is to occur. 
The Situation in Iowa 
<r: 
Stealing or vandalizing a traffic sign is a crime 
under Iowa law, and is punishable by a fine of up to $1 ,000 
and a jail sentence of up to one year. Possession of a 
public sign in Iowa is a simple misdemeanor, and is 
punishable by a fine not to exceed $100, and a jail 
sentence not to exceed 30 days (Iowa Motor Vehicle 
Handbook, 1982). However, few vandals are caught or 
prosecuted because most acts of vandalism toward signs 
occur at night and in areas where there is little 
surveillance . 
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The Iowa Department of Transportation estimates that 
by stealing and damaging traffic signs, vandals create 
hazards that cost Iowa state taxpayers more than $1 million 
a year (Iowa Department of Transportation, 1982). 
Certain counties, such as O'Brien County, have reported 
spending nearly $20,000 per year to replace or repair road 
signs, half of which was directly attributable to sign 
vandalism (Sheldon Mail, August 24, 1983). And an article 
in the Iowa State Daily stated that as much as 20 hours a 
week are spent in Ames, Iowa (population 43,500), 
replacing highway signs, with as many as 100 signs missing 
at any one time (April 19, 1983). The Daily also reported 
that sign thefts increased 30? in 1983, with the average 
sign costing approximately $70 to replace (Sept. 29, 1983). 
In regard to accidents that occur due to sign 
vandalism, exact statistics are not known. However, 
several people have been injured in Iowa, and at least one 
person was killed in an accident which occurred where a 
sign was missing. In 1982, a court case involving an 
accident directly attributable to a stolen sign, cost the 
state of Iowa $250,000 (Iowa Department of Transportation, 
1 982) . 
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Purpose of the Study 
The purpose of this study will be to examine public 
service advertising as an educational approach and to 
determine how effective it can be in raising awareness 
about the problem of sign vandalism. In particular, this 
study will describe how public service advertising can be 
used to educate Iowa teenagers about the problem of sign 
vandalism. 
Public service advertisements or announcements are 
promotional materials which address social problems assumed 
to be of general concern to the public at large, such as 
forest fire prevention, traffic safety and health care 
(O'Keefe and Mendelsohn, 1984). Public service 
announcements, or P.S.A.'s, have been used for almost 50 
years to influence public beliefs, attitudes and behaviors 
and form a unique content area in American mass 
communications (Paisley, 1981). In the past, many 
P.S.A.'s were created by volunteer advertising agencies 
through the auspices of the Advertising Council of New 
York. The recent trend however, has been toward state and 
federal agencies developing and disseminating their own 
P.S.A.'s. (Mokwa and Permut, 1981). 
Most P.S.A.'s emanate from governmental or non-profit 
organizations and are granted free placement in the media. 
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Since most P.S.A.'s receive gratis placement they are 
ordinarily relegated to time and space spots behind regular 
paid for advertising. That is why P.S.A.’s often run 
during the least watched viewing periods in the broadcast 
media and in the back pages of newspapers and magazines. 
The competition for free time and space is heavy, and 
placement of P.S.A.’s is irregular, which makes public 
service campaigns rather hard ’ to evaluate. However, a 1984 
study on the impact of the current ’’Take a Bite Out of 
Crime’’ crime prevention campaign showed that the P.S.A.’s 
had raised awareness of the problem of rising crime and 
educated the audience to various strategies for preventing 
common crimes (O’Keefe and Mendelsohn, 1984). 
Mos t public service advertising campaigns reflect the 
individual concerns of their sponsor (O'Keefe and 
Mendelsohn , 1984). Naturally, because the campaign 
messages are created primarily with input from the 
sponsoring organization, there tends to be a ’top down * 
approach to the message development. This ’top down' 
approach strongly mirrors the formal approach to education. 
In this study an attempt was made to obtain the maximum 
formative audience input in developing the campaign 
messages. This ’bottom up’ approach is based on the theory 
of non formal education as a social change strategy. 3y 
gaining the highest degree of audience participation in the 
9 
message development process, it was hoped that the messages 
would be relevant and stimulating to the audience and 
encourage 'bottom up' social change. 
Formative research was used in this study. Maccoby 
and Solomon define formative research as any research 
designed to provide guidance for educational planners in 
facilitating the development of "appropriate, attractive 
and effective educational and•community programs" (1931, 
p. 120). 
Specifically, this study will attempt to find answers 
to the following questions: 
1. What are the social and environmental 
factors which influence vandalism? 
2. In which age group is the incidence 
of sign vandalism behavior the greatest? 
3. Do teenagers in Iowa perceive sign 
vandalism to be a serious problem? 
4. What are the current levels of 
knowledge of Iowa teenagers regarding the 
fines and penalties attached to sign vandalism? 
5. What method do Iowa teenagers 
regard as the most potentially effective 
way to reduce sign vandalism? 
6. Does the use of formative research, as a 
participatory message development process, 
promote 'bottom up* social change? 
y # is public service advertising an effective 
way to increase awareness among Iowa teenagers 
about the problem and the consequences of 
sign vandalism? 
10 
The present study will employ the single case study 
method. Both qualitative and quantitative research will be 
used to gather the data for analysis and interpretation. 
In describing the case study method, Robert Stake 
(1978) explains that most case studies feature: 
...descriptions that are complex, holistic-- 
involving a myriad of not highly isolated 
variables; data that are likely to be gathered 
at least partly by personalistic observation; and 
a writing style that is informal, perhaps 
narrative and possibly with verbatim quotations. 
(Stake, 1978, p.11) 
Case study is particularly appropriate for this 
research study because here we are concerned with 
describing the entire process which was used to develop an 
educational advertising campaign aimed at reducing a 
specific social problem. Robert Yin states that the case 
study methodology is appropriate when: 
the use of the case study allows one to examine 
the knowledge utilization process, and ultimately 
to recommend and design appropriate policy 
interventions . 
(Yin, 1981, p.100) 
Data Sources 
There are a number of data collection procedures which 
will be used in this study and which are described in 
greater detail in Chapter III. The sources of data will 
include: 
- Iowa Department of Transportation documents and 
records relating to missing and vandalized signs. 
- A survey of the attitudes, knowledge and behaviors 
of 506 Iowa teenagers regarding sign vandalism. 
0 
- Transcripts from focus group interviews with Iowa 
State University college students on sign vandalism. 
- Statements by I.S.U. college students regarding 
their personal experiences with sign vandalism. 
- Illustrative materials including ads, radio and TV 
scripts, brochures and press releases developed by 
students to reduce sign vandalism. 
- A pretest and posttest survey conducted on the 
Iowa State campus to measure the effectiveness of 
the public service advertisements which ran in 
the student newspaper. 
The advantage of using a diversity of sources to 
collect data has been described by Yin. He states that the 
case study investigator’s main task is to: "ascertain 
whether evidence from different sources converges on a 
similar set of facts" (Yin, 1981, p.105)• 
In analyzing the data gathered in this case study , 
the author will compare her findings to the findings of 
previous researchers who have studied vandalism and sign 
vandalism. 
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Significance of the Study 
This study should be of interest to two distinct 
audiences. It should be of interest to educators and 
communications planners who would like to consider using 
public service advertising as a social change approach. 
In addition, this study should be of interest to state 
and federal agencies who ar6 concerned with the growing 
problem of sign vandalism. Sign vandalism is not limited 
to highway signs in Iowa. It is a widespread problem not 
just on state highways, but also in national parks, 
campgrounds and forests. Nationally, the replacement costs 
for stolen and vandalized signs are estimated to be in 
excess of 50 million dollars per year. This study should 
therefore be of interest to federal and state public safety 
authorities who are dealing with this problem. 
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Delimitations of the Study 
It is important to state that this study is not 
attempting to prove or disprove a hypothesis regarding sign 
vandalism. It is a descriptive study of the process used 
to develop a public service advertising campaign on the 
problem of sign vandalism. 
The data collected in this study were not done so in 
such a way as to insure the highest degree of 
generalizability across all situations. In fact, the data 
gathered in this study were situation specific and relate 
to sign vandalism in Iowa in 1984. 
CHAPTER II 
THEORETICAL CONSIDERATIONS 
Introduction 
The need for efforts to reduce the prevalence of sign 
vandalism has been identified in the first chapter, as 
have the guidelines for this study. In this chapter the 
theoretical literature from three areas will be considered 
in order to develop a conceptual framework for viewing the 
case study under examination. This literature review 
attempts to develop a context for understanding the role of 
public service advertising in creating social change. 
This chapter is divided into the following three 
sections: 
1. The first section reviews the current 
literature on vandalism with particular 
attention to recent theories on the social and 
environmental factors which influence vandal¬ 
ism. Because there is a paucity of material 
on sign vandalism, the literature review was 
expanded to include relevant theoretical 
literature on vandalism in general. 
2. The second section is concerned with the 
literature that is relevant to the role of 
participation in creating social change. 
3. The third section provides an overview of 
the literature on the role of advertising in 
changing attitudes and behaviors. 
14 
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Section One j_ Vandalism 
The literature reviewed in this section is 
particularly relevant to the following research questions: 
1. What are the social and environmental 
factors which influence vandalism? 
2. In which age group is the incidence of sign 
vandalism behavior the greatest? 
In reviewing the literature on the first research 
question, it is first necessary to identify the various 
types of vandalism. Arnold Madison (1970) identifies 
three categories of vandalism: erosive vandalism, fun 
vandalism and angry vandalism. He defines erosive 
vandalism as: 
...tiny acts of destruction that in them¬ 
selves are not very damaging or costly but 
when combined cause considerable damage. 
(Madison, 1970, p.27) 
He classifies defaced and mutilated signs as a form of 
erosive vandalism. And he points out that although 
individual acts of vandalism are in themselves easy to 
ignore because the damage seems small and unimportant, 
cumulatively these single acts are a source of economic 
drain. 
When one considers sign vandalism in the context of 
erosive vandalism it is easy to imagine how a group of 
16 
teenagers on a hunting trip in Iowa might take a pot shot 
at a passing sign and not feel they were contributing to a 
million dollar a year problem. In fact, a study of the 
types and severity of sign vandalism indicated that gunshot 
destruction of highway signs represents approximately 50$ 
of the overall vandalism to signs (Highway Research Board 
Proceedings, 1955). 
Another characteristic of erosive vandalism is that 
much of it is done by people who do not feel guilty of a 
crime. The vandals may be aware of laws prohibiting the 
action, but they cannot perceive how their tiny act of 
vandalism contributes to the larger picture. This type of 
misperception is probably true in regard to sign vandals 
who may not see how damaging or stealing one sign is 
contributing to a state-wide problem. 
The literature is less insightful regarding the 
motivations for and gratifications of vandalism. Griffiths 
(1979) contends that the motivations for vandalism are tied 
into the shared expectations of the peer group. Vandalism 
tends to be a group activity and Griffiths suggests that 
daring plays an important part in the vandal's search for 
prestige and self-esteem. Certainly, with regard to sign 
vandalism, the sign itself is considered a much sought 
after trophy, and is the gratification for the theft. 
In reviewing the literature on the social factors which 
17 
influence vandalism, two main schools of thought seem to 
prevail: the situational and the dispositional. Those who 
approach vandalism from the situational context, study the 
factors which apply to the actual criminal situation. 
Those who approach it from a dispositional context, look 
at the factors which pertain to the criminal disposition or 
personality . 
Until very recently .there has been a pronounced 
dispositional bias in much criminological theory towards 
explaining the nature of crime and individualizing 
treatments for crimes. Hough (1980) points out that in 
explaining the occurrence of crime, attention can be drawn 
to a wide range of factors (see Figure 1) in relation to 
vandalism. Historically, criminologists have explained 
vandalism in terms of the factors in Groups 1-5. These 
five groups represent the biological, psychological and 
social terms which differentiate people who commit crime 
from those who do not. Valuable as this research has been, 
Hough contends that at the applied level these 
dispositional theories tend to be correctional in intent. 
They are concerned with altering the criminal disposition. 
Hough et al, (1980) argue for situational measures 
such as public information campaigns and anti-vandal locks 
and hardware as more effective methods for dealing with 
Hough and his colleagues contend that these vandalism. 
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EXPLANATIONS OF VANDALISM 
(Hough, 1980, p. 4) 
Figure 1 
19 
situational measures are often overlooked by criminologists 
because there has been a dispositional bias in 
criminological theory towards explaining the nature of 
crime and individualizing treatments. Situational 
approaches like public service advertising are not aimed at 
understanding individual pathology and correcting the 
"criminal disposition", but rather, at examining a 
situational phenomenon, such as sign vandalism, and 
applying situational measures to reduce the crime. 
Situational approaches are concerned with the factors in 
Group 7 and vary from anti-vandal bolts, used for 
securing highway signs to their posts, to public service 
advertising campaigns which are aimed at altering public 
perceptions about the risks and rewards associated with the 
crime . 
In examining the literature on the environmental factors 
which influence vandalism, Madison (1970) asserts that one 
of the explanations for a vandals* "no-care" attitude 
regarding public property is what he calls the 
depersonalization of the environment. This theme of 
depersonalization is repeated and further supported in the 
research of Oscar Newman (1973)* Newman has studied the 
targets of vandalism in England in terms of particularly 
vulnerable environmental features. He describes the 
concept of 'defensible space* in his books and concludes 
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that vandalism and crime occur where placement and design 
offer opportunities for such acts to take place by 
restricting surveillance of public areas. Wilson (1980) 
charges that "public” property, of which road signs would 
be a part, does not engender the the same attitude of care 
and respect that private property does. He points out that 
there is an interaction between the vulnerability of the 
environment and pressures toward vandalism. Most highway 
signs are placed in vulnerable environments such as along 
roadways and on street corners where surveillance is not 
feasible. 
In reviewing the literature which might be relevant to 
the second research question: 
2. In which age group is the incidence of sign 
vandalism behavior the highest? 
the consensus seems to be that younger teenagers have the 
highest incidence of vandalism behavior. Griffiths (1979) 
states that 13 to 16 year-old males that are most often 
involved in vandalism. 
In this age group, the influence of the peer group is 
particularly important. Stainforth and Twyman (1980) 
explain the function of the peer group in relation to the 
development of the adolescent. They note that, for the 
adolescent, the peer group represents a context in which 
to find an alternative source of prestige. For the vandal 
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involved in anti-social behavior, the group becomes an 
alternative source of prestige in contrast to more 
acceptable sources, such as school. 
Various studies show that vandalism is seldom committed 
alone (Home Office Standing Committee on Crime Prevention, 
1975). In the United Kingdom around 90? of all vandalism 
is committed by groups of teenagers. These groups, 
however, are informal groups, rather than structured gangs. 
The same group phenomenon has been noted in the United 
States by Castleraan in his book, Getting Up (1982). The 
book describes the activities of groups of boys who 
practiced graffiti, a form of vandalism, on subway cars and 
stations in New York City. The groups responsible for this 
graffiti were loosely structured and seemed to change 
regularly as boys outgrew their interest in graffiti and 
were replaced by new, younger members. The scant 
literature on sign vandalism suggests that teenagers are 
the main perpetrators, however, no specific age group has 
yet been identified. 
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Two: The Role of Partlc ipation 
AH Al££lA£S Social Change 
The literature reviewed in this section relates to the 
following research question: 
6. Does the use of formative research, as a 
participatory message development process, 
promote ’bottom up' social change? 
Over the past 40 years, much of the mass communication 
research has centered around studies relating to how 
audiences adopt information or messages from the mass 
media. This mass communication research rests on one 
central assumption that needs to be further examined by the 
educator. This core assumption is that a properly 
conceived media message should have a direct effect on its 
audience. Brenda Dervin, a mass communications researcher 
from the University of Washington, explains that the past 
40 years of mass communication research has attempted to 
isolate the factors which inhibit or encourage message 
acceptance by the audience. She concludes: 
The audience is seen as audience. The terra 
is by definition a source’s construct. 
The source sees itself as having a message to 
send to receivers with the hopes of producing 
with the message, some desired result. The 
receivers are to gain new ideas, change old 
ones, gain new attitudes, change old ones gain 
new behaviors, change old ones. The source 
selects the desired outcome and frames the 
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message to achieve that outcome. The source 
then transmits that message via some channel 
to the audience seen as a collectivity of 
receivers. Receivers are then examined to see 
if they exhibit the expected results...at 
root, behind all these assumptions is the core 
assumption that information can be dumped into 
people’s heads as if they were empty buckets. 
(Dervin, 1981, p.74) 
There is obviously a thin line between trying to 
manipulate an audience through persuasion and trying to 
create needed social change -- and it is along this thin 
line that the educator walks. 
One of the major, recent contributions made by 
educators to mass communications has been the development 
of formative research as a technique for creating 
messages. This technique was developed by the educational 
programmers at the Children’s Television Workshop which 
produces Sesame Street. In describing the formative 
process used to create segments for Sesame Street, Edward 
Palmer states: 
We sought through direct interaction with 
reasonably typical members of the target 
audience to generate a rich variety of 
suggestions and creative hunches that might 
serve to call the attention of the television 
writers and producers to potentially important 
nuances in message design...audiences do have 
the ability to provide critical judgments and 
creative suggestions rich in their 
implications for message design. 
(Palmer, 1931, p.231—2) 
This type of increased audience participation in the 
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message development process has been used in a number of 
recent educational media campaigns (Hargreaves, 1980; 
Pierce, 1982). However, it is still sorely absent in the 
majority of public service advertising campaigns (Porass, 
1981) . 
Formative research strongly parallels the methods used 
by nonformal educators in developing educational materials 
for learners (Comings, 1979). High levels of learner 
participation in the development of the messages and 
materials distinguish nonformal education from traditional 
formal education. Formal education is essentially a* top- 
down’ learning process characterized by instructor or 
teacher-deve1oped learning objectives and learning 
materials. 
Formative research is well grounded in adult education 
theory. The benefits of learner, (or in this case 
audience) participation in the educational process are well 
documented in the writings of Malcolm Knowles (1973) one of 
the most respected researchers in the field of adult 
education. He has found that a participatory process can 
add the learner's point of view, that it is a quick and 
easy way to acquire information about a client community. 
It allows learners to be involved in the decisions which 
will affect their lives. 
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Non forma 1 Education 
Nonformal education is essentially a participatory 
educational process based on adult learning theory. The 
term nonformal education refers to any organized learning 
that takes place out-of-school (Coombs, 1973). Phillip 
Coombs has further defined nonformal education as: 
Any organized educational activity outside the 
formal system -- whether operating separately or 
as an important feature of some broader activity 
-- that is intended to serve some identifiable 
learning clientele and learning objective. 
(Coombs , 1973, p.11) 
Frith and Reed (1982) have described nonformal education as 
learner-centered and have identified eleven variables that 
distinguish nonformal education from formal education in 
their L_i f e^ong Learning Manualj_ T r ai. n_i ng for Effective 
Education in Organizations (1982). 
Paulo Freire (1968), another nonformal educator, and 
proponent of nonformal education as a social change 
strategy, believes that for social change to occur the 
group of people involved with the problem or situation need 
to apply problem solving thinking in order for change to 
take place. He feels that change is less apt to occur when 
formal 'top-down* education is used because the learner 
sees the problem as it has been framed by the instructor, 
the source, and looks to the instructor for the solution. 
Freire feels that 'top-down' approaches, like formal 
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education, actually inhibit social change. 
In studying nonformal education as a social change 
strategy, Thomas LaBelle (1976) has identified four 
principles by which nonformal education can support social 
change. They are: 
1. understanding the needs of the client 
population; 
2. involving clients in their own learning; 
3. facilitating the transfer and application of 
new behaviors to the environments; 
4. attending to incentives both internal and 
external to the program. 
(LaBelle, 1 976, p . 19 6) 
Except for the second rule, these four principles 
closely mirror the ones laid down by McGuire (1981) as 
essential to the success of any public communication 
campaign. Dervin (1981) and Bordenave (1976) suggest 
that this oversight on the part of professional mass 
communicators, such as McGuire, is due to the history and 
development of mass communications research as a 'top down' 
process. 
There are a number of campaigns in which the benefits 
of increased learner or audience participation in the 
message development process have been described (Comings, 
1979; Hargreaves, 1980; Palmer, 1981; McAlister, 1981). 
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In terms of developing messages that can have an impact on 
reducing a social problem like sign vandalism, the 
technique of formative research and audience participation 
can play a valuable role. 
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Section Three: Public Service Advertising 
The literature reviewed in this section relates to the 
following research question: 
7. Is public service advertising an effective way to 
raise awareness among Iowa teenagers about the 
problem and the consequences of sign vandalism? 
The use of public service advertising campaigns to 
create social change has a long tradition tracing back to 
the 1940’s. Accompanying studies of the effectiveness of 
these campaigns has been attempted with varying results. 
The predominant position in the mass media literature on 
the effects of media campaigns in changing attitudes and 
behaviors was, for years, that media campaigns are not 
successful in creating these changes (Bauer, 1964; 
Griffiths and Knutson, I 960 ; Klapper, I 9 60; Weiss,' 1 96 9). 
These classic studies on the ineffectiveness of media 
campaigns to influence audiences were not limited to public 
service advertising campaigns. In fact, much of the early 
research on "media effects” from such diverse areas as 
childhood socialization and aggressive behavior suggested 
that the media could have only a limited effect (O’Keefe 
and Mendelsohn, 1984). 
Recent studies however, have led to revised 
conceptions of the kinds of effects media campaigns are 
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capable of having on social behavior (Paisley, 1981). 
Recent research on the persuasive effects of media 
campaigns has produced some striking data (McAlister, 1981; 
O’Keefe and Mendelsohn, 1984). Perhaps the most impressive 
and comprehensive study of the effects of a media campaign 
on behavior was described by Maccoby and Solomon (1981), 
regarding the Stanford University Heart Disease Prevention 
Program. The results of their research suggest that there 
is a substantial effect from mass media messages on public 
cognitions, attitudes and behaviors. 
A number of theoretical models have been suggested to 
explain the persuasive effects of mass media messages on 
public attitudes, perceptions and behaviors (Rogers, 1983; 
Bandura, 1977; Ray, 1973; Farquhar et a1, 1977; McGuire, 
1981). With varying degrees of sophistication these 
authors suggest that attitude and behavior change take 
place in a linear fashion. This hierarchy of effects is 
generally described as occurring in four steps: 
1. the building of awareness or knowledge; 
2. the inducement of attitude change; 
3. motivating individuals toward behavior 
by generating interest or concern; and 
4. finally effecting behavior change. 
(O’Keefe and Mende1sohn, 1 984 ; McGuire, 
1 981; Cialdini et al, 1981) 
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However, as O’Keefe and Mendelsohn point out, rarely 
does this sequence of potential campaign-induced effects 
induce changes on their own. The degree to which media 
campaigns affect audience dispositions is highly dependent 
on environmental and social factors. Bandura (1977) has 
postulated that there are three categories which need to be 
considered in any effort to create behavioral change. 
These headings, from his soc.ial learning theory, determine 
behavior in a dynamic, mutually reciprocal fashion and are: 
PERSON 
BEHAVIOR ENVIRONMENT 
Bandura suggests that people are more likely to act on 
information acquired from mass media sources when 
appropriate environmental supports are present. This has 
been empirically demonstrated in a number of studies on the 
effects of media campaigns (O’Keefe and Mendelsohn, 1984, 
Pierce, 1982; Farquhar et al, 1977; Maccoby and Solomon, 
1981; McAlister, 1981). 
In evaluating the effectiveness of mass media campaigns 
as a situational approach to reducing vandalism, the 
verdicts are mixed. While the literature states that 
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campaigns in England have been only mildly successful 
(Hough et al, 1980), the media campaigns in the United 
States have been more effective. Hough points out that a 
media campaign aimed at reducing vandalism in England had 
a minimal impact on changing behavior (1980, p.15). 
However, in the United States, a media campaign aimed at 
reducing sign vandalism in Wisconsin was able to reduce the 
incidence of sign vandalism by 57% with the use of 
brochures, public service advertisements and educational 
materials developed for driver's education classes (Chadda 
and Carter, 1983, p.15). It should be pointed out that the 
campaign in Wisconsin was used to both educate the public 
on the problems of sign vandalism and to publicize the new, 
stricter laws regarding sign vandalism. 
v 
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Summary 
This chapter set out to consider the three areas which 
could influence the development of salient messages for the 
public service advertising campaign on sign vandalism. It 
was noted that situational approaches like public service 
advertising have been effective in reducing vandalism in 
certain cases, and that .in the U.S. they have been 
particularly effective in reducing sign vandalism. The 
three categories of vandalism were outlined and sign 
vandalism was identified as an erosive type. In this type 
of vandalism, the vandals often do not see their single act 
as contributing to the larger problem. It was also noted 
that vandalism is primarily a group activity and the 
literature suggests that the age group most frequently 
involved in vandalism activities is from 13-16 years. The 
motivations for vandalism are often tied to the shared 
expectations of the peer group, and in the case of sign 
vandalism, the sign itself may be a trophy which is sought. 
Adult and nonformal educators who have studied various 
approaches to creating social change suggest that the 
higher the degree of learner participation, the more apt 
change is to occur. Formative research, a highly 
participatory method for developing media messages, 
strongly parallels techniques used by nonformal educators 
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in developing learning materials. Formative research 
offers a participatory, nonformal approach to message 
development and appears to hold promise as a technique for 
developing messages for public service advertising 
campaigns. 
Public service advertising as a social change approach 
has a long tradition. For the past forty years, however, 
the majority of the mass communication research suggested 
that media campaigns, including public service advertising 
campaigns, were not effective in creating attitude and 
behavior change. Recent studies point to the fact that 
these campaigns can be very effective. A number of 
theoretical models have been suggested by mass 
communications researchers to explain the process of 
creating attitude and behavior change. A similar model has 
been used to explain social learning. Both models suggest 
the need for environmental supports for any media 
campaigns. 
CHAPTER III 
DESIGN AND METHODOLOGY 
The Survey 
A review of the theoretical literature and the current 
situation in Iowa led to a number of considerations 
regarding the research questions. The methodology for 
collecting the data on the research questions is described 
in this chapter. 
Question 1: What are the social and environmental 
factors which influence vandalism? 
The methodology for studying this research question 
was primarily literature review. Books, journal articles 
and relevant dissertations on the subject of vandalism were 
considered. The literature relevant to this question is 
outlined in Chapter II of this study. 
These following research questions seek information 
about the attitudes, knowledge and behavior of Iowa 
teenagers regarding sign vandalism: 
Question 2: In which age group is the incidence of 
sign vandalism behavior the highest? 
Question 3: Do teenagers in Iowa perceive sign 
vandalism as a serious problem? 
Question 4: What are the current levels of knowledge 
of Iowa teenagers regarding the fines and 
penalties attached to sign vandalism? 
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Question 5: What method do Iowa teenagers regard as 
the most effective way to reduce sign 
vandalism? 
In order to gain this information, an exploratory 
survey was conducted in January, 1984 using a questionnaire 
(see Appendix A) which had been designed to gain 
information on these four research questions. The survey 
sought to measure actual sign.vandalism behavior by asking 
teenagers if, and at what age they participated in sign 
vandalism activities. In addition, the survey sought to 
measure current levels of awareness among Iowa teenagers 
relating to the seriousness of the sign vandalism problem 
and the fines and penalties attached to sign vandalism. The 
information gathered in these questions would be used to 
help develop salient messages on the problem of sign 
vandalism. 
The Sample 
The questionnaire designed to gather data on the four 
research questions was administered to 506 Iowa teenagers. 
The sample included: 
248 Iowa State University students from communities 
across the state; 
144 high school students from two high schools: 
an urban one in Ames, Iowa, and a rural one in Perry, 
I owa; 
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^ 1 ^ junior high school students from a rural 
school in Perry, Iowa. 
As this survey was exploratory in nature, strict 
random sampling techniques were not used. In choosing the 
sample to be surveyed a theoretical model developed by 
Herman Felstehauser (1982) was used. Felstehauser's model 
was designed specifically for use in case studies and is 
called problem targeting. It makes the problem, rather 
than the respondents, the target of the research. In 
justifying this methodology, Felstehauser states that 
planning and policy making, in response to a social 
problem, requires "the need to understand the 
interrelationship of complex issues in such a way as to 
enable one to act on them" (1982, p.25). 
While the standard social science method concentrates 
on controlling the sample of individuals to maintain the 
greatest degree of generalizability, Felstehauser contends 
that it is the problem, and not the population, which 
should form the focus for the study. He states: 
A way of beginning is to try to obtain as broad a 
sampling of problem facets as possible. Note 
that in doing so, the emphasis is placed upon 
obtaining a sample of ideas, not a sample of 
persons or events. Any respondent who knows from 
personal experience or study what the nature and 
significance of the problem is, becomes a 
preferred subject. 
(Felstehauser, 1982, p.4) 
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In conducting this survey an attempt was made to 
locate preferred subjects by surveying as broad a sample as 
possible in an effort to find respondents who had personal 
experiences with sign vandalism. 
The Questionnaire 
The questionnaire (see Appendix A) consisted of 54 
items which attempted to measure the attitudes, knowledge 
and behavior of Iowa teenagers regarding sign vandalism. 
It was distributed to the sample populations in January, 
1984. The questionnaire was hand distributed and hand 
collected . 
Procedure for Administering the Questionnaire 
A small exploratory telephone survey was conducted in 
November 1983, approximately three months before the 
questionnaire was distributed. This survey attempted to 
find out whether students on the Iowa State University 
campus were familiar with the problem of sign vandalism. 
The survey revealed that students were reluctant to talk 
about their knowledge of sign vandalism because the 
interviewer knew their name and phone number. They felt 
that anything they said regarding personal experiences 
with sign vandalism might be self incriminating. 
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Therefore, when designing the procedure for administering 
the survey questionnaire, it was decided that anonymity 
should be stressed. Prior to filling out the 
questionnaires, respondents were instructed not to put 
their names on the questionnaire. In addition it was 
explained: 
1. that the information would be confidential; 
2. that they would see the aggregate results of 
the survey; 
3. that their participation was voluntary. 
In seeking permission from principals at the high 
school and junior high level to conduct the survey, it was 
indicated that filling out the questionnaire would take 
approximately 15 minutes of class time, that 
confidentiality would be assured, and that students would 
be free not to participate. Very few students however took 
this option . 
The questionnaire used in this survey was pretested 
prior to its distribution on ten students who were 
representative of the sample. The pretest people were told 
to comment on the content, meaning and phraseology of the 
questions as they completed them. Following these comments 
on face value, the questionnaire was redesigned. 
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Formative Research 
In addition to the quantitative data gathered in the 
survey, qualitative data was also gathered and analyzed in 
relation to these four research questions. Formative 
research was gathered in focus group interviews with 
college students on the Iowa State University campus. 
Focus group participants were screened and pre-selected on 
the basis of previous involvement in sign vandalism. 
Document analysis was used in studying the transcripts 
from the focus groups, as well as personal statements 
prepared by students who had had personal involvement in 
sign vandalism. Transcripts from the focus groups were 
then analyzed and this data is discussed in Chapter V of 
this study. 
Question 6: Does the use of formative research, as a 
participatory message development process, 
promote ’bottom up’ social change? 
The methodology for studying this research question 
involved literature review, and participant observation of 
the process and consequences of using a participatory, 
non formal message development process. 
Participant observation and document analysis have long 
served as the mainstays for qualitative research. Personal 
those materials in which people reveal in documents are 
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their own words either their view of their life or some 
other aspect of themselves (Blumer, 1967). Personal 
documents include materials such as reports, personal 
statements and autobiographical material which allow the 
researcher to examine facets of people, events, and 
settings which are not directly observable. 
In participant observation, the role of the researcher 
can vary greatly in terms of involvement and distance. At 
one end, participant observation can be characterized by a 
period of intense social interaction between the researcher 
and the subjects in the milieu of the latter (Becker and 
Greer, 1967). This type of participant observation was 
used by Castleman in his graffiti research mentioned 
earlier in this study. On a wider scale, Raymond Gold 
identifies four possible roles for researchers and 
discusses the advantages and disadvantages of each as they 
relate to maintaining a balance between the participant and 
the objectivity of the observer. The roles Gold identifies 
include: 
1. Complete participant 
2. Participant observer 
3. Observer as participant 
4. Complete observer 
(Gold, 1958, p.219) 
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In the present study, the researcher was a participant 
observer. Participant observers usually work in settings 
in which they are personally and professionally detached. 
In this case the natural delineation between teacher and 
student created a detachment which allowed the researcher 
to maintain the distance and perspective needed in 
qualitative research. 
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The Evaluation 
In order to collect data on the final research 
question: 
Is public service advertising an 
effective way to increase awareness among 
Iowa teenagers about the problem and the 
consequences of sign vandalism? 
a pre and posttest were conducted. The purpose of these 
tests was to evaluate the effectiveness of the print 
advertisements that were developed for the public service 
advertising campaign. A pretest questionnaire (see 
Appendix B) was administered to a random sample of 
approximately 250 Iowa State University undergraduates in 
October, 1984. During the next six weeks the public 
service ads appeared eight times in the college newspaper. 
In late November, a posttest was conducted on another 
randomly selected sample of approximately 250 Iowa State 
undergraduates (see Appendix C). The two surveys were then 
compared to measure if levels of awareness of the fines, 
penalties and costs to the state had increased during the 
six week period of exposure to the public service 
advertising campaign. 
The pretest and posttest offered a way to evaluate the 
advertisements and compare student's awareness of various 
aspects of sign vandalism before and after exposure to the 
advertising campaign. 
Summary 
An evaluation of the theoretical literature indicated 
that survey data was needed to help in the design of a 
public service advertising campaign on sign vandalism. In 
this chapter, the research questions were formally 
outlined and the methodology for studying these questions 
was discussed. The target pQpulations required to answer 
these questions were defined and the methodology used to 
sample them was presented. 
CHAPTER IV 
THE SIGN VANDALISM SURVEY 
Introduction 
The previous chapter outlined the research questions 
that needed to be investigated among Iowa teenagers to 
provide information for the development of the public 
service advertising campaign on sign vandalism. The survey 
questionnaire exhibited in Appendix A was developed in 
order to gather data on these four research questions: 
Question 2: In which age group is the incidence of 
sign vandalism behavior the highest? 
Question 3: Do teenagers in Iowa perceive sign 
vandalism to be a serious problem? 
Question 4: What are the current levels of knowledge 
of Iowa teenagers regarding the fines 
and penalties attached to sign vandalism? 
Question 5: What method do Iowa teenagers regard as 
the most effective way to reduce sign 
vandal ism? 
This chapter begins with a description of the sample 
populations which were surveyed followed by a consideration 
of the evidence that relates to each of these research 
questions. A summary of the significance of these 
questions to the goals of this study concludes this 
chapter. 
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The Sample Populations 
A survey was conducted among 506 Iowa teenagers from 
both rural and urban settings. The teenagers ranged in age 
from 13 through 20. The students were composed primarily 
of white, middle class teenagers. Table 1 includes 
demographic data on the populations in the survey. All the 
subsequent tables in this chapter will present the data 
using these same demographic categories. 
TABLE 1 
Demographics of Populations 
JUNIOR HIGH COLLEGE TOTAL 
1 . 
HIGH 
1 I. 
SCHOOL 
l___ 1 
1 N 1 115 1 143 1 248 506 
NUMBER OF 
PARTICIPANTS 
1 
1 % 
1 
1 22.8 | 
1 
1 
| 
28.2 
1 
1 49.0 
i 
100 
1 - 
1 N i 54 1 69 I 84 207 
NUMBER OF MALES 1 
1 % 
1 
I 26.0 
1 
1 
i 
33.3 
1 
I 40.7 
. |__ 41 1 
1 N 1 61 1 74 i 164 299 
NUMBER OF FEMALES 1 
1 % 
1 
1 20.4 
1 
1 24.6 
1 
1 55.0 59 
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Section One: The Incidence of Sign Vandali sm 
In order to develop salient messages for the public 
service advertising campaign it was first necessary to 
determine which of the age groups sampled had the highest 
incidence of sign vandalism behavior. This segment could 
then be identified as the primary target audience for the 
P.S.A.'s. In order to determine which group had the 
highest incidence of sign vandalism, a series of questions 
were developed dealing with sign vandalism activities. 
Respondents were asked whether they had ever been part of a 
group that had stolen or vandalized a sign. They were then 
asked whether they had ever individually stolen or 
vandalized a sign. Table 2 presents the data that was 
gathered on these questions. 
The data appears to suggest that sign vandalism is 
widespread among the sampled populations. 27% of the males 
surveyed and 14% of the females said the "had been part of 
a group that had stolen a sign" (X^= 11.94, P < 0.0005). 
Sign theft appears to be the most prevalent type of sign 
vandalism behavior that occurs and it also appears that 
sign theft is a group, rather than an individual activity. 
A startling 20% of the total sample admitted that they had 
been part of a group that had taken a sign. In addition, 
contrary to what the literature search had previously 
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suggested — that vandalism is primarily a male activity — 
the survey data revealed that female involvement is 
actually quite high, in fact, in certain categories such as 
spray painting, females are equally responsible for sign 
vandalism. 
TABLE 2 
Incidence of Sign Vandalism 
In Each Population 
NUMBER AND % JUNIOR HIGH TOT. 
THAT ANSWERED "YES" HIGH SCH. UNIV. MALE FEMALE % 
Have you been part 1 N | 7 | 
-1- 
27 I 
-1-1- 
66 I 56 I 
-1- 
44 I 
of a group that 1 1 1 
has taken a sign? 1 % 1 5.14118.75126.83127.13114.721 
i i i i i 
20 
...ever been part 1 N | 8 
i 
8 1 10 I 11 1 16 I 
of a group that has 1 1 1 
painted on a sign? 1 % 1 7.02 1 5.561 4.051 5.3 I 5.3 1 5 
.. .ever been part 1 N | 13 . I 29 1 24 I 54 I 12 I 
of a group that has 1 1 1 
shot at a sign? 1 % 1 11.401 20.141 9.72126.091 4.01 I 13 
Have you ever |N| 5 i 16 1 35 1 36 I 20 
personally taken 1 1 1 
11 a sign? 1 % 1 4.39 1 11.111 14.11117.391 6.6 I 
Have you ever 1 N | 0 1 6 1 8 17 1 8 1 
personally painted 1 1 1 
2.67 I on a sign? 1 % 1 0 1 4.17 1 3.241 3.4 I 3 
Have you ever 1 N | 13 i 22 I 17 I 45 1 8 
shot at a sign? 1 1 1 
2.67 1 10 1 % 1 11.401 15.281 6.85121.741 
Have you ever 1 N | 1 i 12 1 16 'l 17 i 12 1 
run down a highway 
sign? 1 % 1 .88 1 
1 
3.331 
1 
6.451 8.211 4.0 1 6 
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Audience Segmentation 
In terms of identifying the primary target audience 
for the-campaign messages, the data in Table 2 would 
appear to suggest that college students exhibit the highest 
incidence of sign vandalism. Some 26.83% of the college 
students admitted to having been part of a group that had 
taken a sign. However, the data presented in Table 2 
represents the cumulative experiences of each age group. 
In other words, a college student who had taken a sign 
while in junior high school, would be represented in Table 
2 as a college student who admitted to taking a sign. 
Therefore, immediately following this series of questions, 
students were asked: "If you have been involved in any 
sign vandalism activities WHEN were you involved?" The 
largest proportion, 18 percent, said that they had been 
involved in sign vandalism activities while they were in 
high school. The data relating to the question of when sign 
vandalism acts took place is presented in Table 3. The 
data presented in Table 3 would appear to suggest that high 
school age teenagers have the highest incidence of sign 
vandalism. 
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TABLE 3 
Involvement in Sign Vandalism 
Q: IF YOU HAVE BEEN INVOLVED IN SIGN VANDALISM, WHEN 
WERE YOU INVOLVED? 
RESPONSE CHOICES MALE FEMALE TOTAL % 
ELEMENTARY I N 1 1 7 I 2 1 1 
SCHOOL 
! % 
1 
1 1 
1 1 
1 
3.57 ! • 71 
1 1 1 1 
1 
2 
JUNIOR HIGH i n 
1 
1 1 1 31 
14 1 1 1 
i % 
1 
1 
1 1 1 
15.8 I 5.0 
1 
1 1 1 9 
HIGH SCHOOL i n 
1 
1 1 
1 
49 | 35 1 1 1 
j % 1 
1 1 1 1 
25.0 ! 12.5 
1 1 1 1 
18 
COLLEGE i n 
1 
1 1 1 7 | 15 
1 1 1 
! % 1 
1 1 1 1 
3.57 ! 5.36 
1 1 1 1 
5 
NEVER BEEN i n 1 1 102 i 214 1 1 
INVOLVED 
I % 
1 1 
1 1 52.0 ! 76.4 
1 1 
1 1 1 
66 
40.57 , P < .0001 ) 
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Prevalence of Sign Vandalism 
Although the Iowa Department of Transportation could 
provide the approximate yearly costs incurred by the state 
to replace stolen and vandalized signs, they had not kept 
records on the actual types of signs that were most often 
stolen and vandalized. In order to determine which types 
of signs were most often vandalized the students were asked 
if they knew anyone who had a sign for a room decoration, 
and then what type of sign they had seen used for a room 
decoration. The data on the first question is presented In 
Table 4. 
TABLE 4 
Incidence of Signs Used For Room Decoration 
Q: DO YOU KNOW ANYONE WHO HAS A SIGN FOR A 
ROOM DECORATION? 
RESPONSE 
CHOICES 
JUNIOF 
HIGH 
HIGH 
SCHOOL 
COLLEGE TOTAL % 
YES i N | 46 92 
1 1 1 
221 
i % 40.35 63-89 
1 1 1 89.11 71 
NO i n 68 52 
1 1 1 
27 
! % 59.65 36.11 
1 
1 1 10.89 29 
(x2" = 94.962, P < .0001 ) 
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It can be seen from the data in Table 4 that the 
populations in the survey were highly familiar with the use 
of highway signs as room decorations. Some 71% of the 
total sample knew someone who had a sign as a room 
decoration. Obviously, these signs were all stolen. The 
use of highway signs as room decorations appears to be most 
prevalent with college students. However, it should be 
noted that college students have the most freedom to openly 
display the illicit signs because of the lack of parental 
supervision in the college student's choice of room 
decorations. 
The data in regard to the type of signs most often 
used as room decorations are presented in Table 5. 
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TABLE 5 
Signs Used as Room Decorations 
Q: WHICH OF THE FOLLOWING TYPES OF SIGNS HAVE YOU 
SEEN USED AS A ROOM DECORATION? 
RESPONSE CHOICES JUNIOR HIGH COLLEGE TOTAL % 
HIGH' SCHOOL 
1 1 
REGULATORY i N i i 50 62 114 
(Stop, Speed 
limit, etc.) ! % 
1 
i i 
i i 
i 
45.0 44.2 46.9 46 
WARNING 
(Curve, 
etc .) 
i n 
1 1 
i i 
i i 
2 3 7 
I % 
1 
i i 
i 
1.8 2. 1 2.8 3 
INFORMATIONAL 
(Street Name, 
i n 
1 1 
i i 
i i 
0 8 33 
etc .) i % 
1 
i i 
i 
0 5.7 13.5 8 
NONE OF THE i n i i 50 40 14 
ABOVE 
i % 
i 
i i i i 
i 
45.0 28.5 5.7 21 
ALL OF THE i n i i 9 27 75 
ABOVE 
! % 
i i 
i i 
i 
8.1 19.2 30.8 22 
(XX = 98.62, P < .0001) 
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The data appear to suggest that the use of regulatory 
signs, including stop signs and speed limit signs, are 
the signs most commonly used as room decorations. it is 
interesting to note that while the use of signs as room 
decorations appears to increase as students move from 
junior high through college (Table 4), the percent of 
students who listed regulatory signs as the most frequently 
seen in rooms, does not change very dramatically in the 
three age groups sampled (Table 5). 
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Section Two: Student's Perceptions of the Problem 
In order to gather data on the third research 
question: 
Do teenagers in Iowa perceive sign vandalism to 
be a serious problem? 
it was necessary to determine how the students perceived 
the problem of sign vandalism. Three questions were 
presented in the survey which attempted to measure the 
student's perceptions of the problem. First of all, 
students were asked how likely it would be for a traffic 
accident to occur if various highway signs were removed or 
made unreadable. The students perceptions of the relative 
dangers involved in removing or vandalizing signs were 
remarkably similar across the sampled populations and are 
presented in Table 6. The data appear to suggest that 
students perceive of the removal or destruction of a sign 
as dangerous problem. 
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TABLE 6 
Perceptions of the Relative Dangers 
Involved in Removing or Vandalizing Signs 
Q: HOW LIKELY WOULD YOU SAY IT WOULD BE FOR A 
TRAFFIC ACCIDENT TO OCCUR IF THE FOLLOWING SIGNS WERE 
REMOVED OR MADE UNREADABLE? 
RESPONSE SCALE JUNIOR HIGH COLLEGE TOT. 
CHOICE (1-5) HIGH SCHOOL 
i i 
N % N % N % % 
ILikely | 109 94.7 138 95.8 i 246 99.2 i 971 
A Stop Sign !Not Sure! 1 .8 2 1.3 I 2 .8 I 1 
I Uniikely! 5 •4.3 4 2.7 1 0 0 I 1 
ILikely | 81 70.4 79 54.8 113 45.5 54 
Speed Limit 1 Not Sure| 12 10.4 1 17 11.8 51 20.5 
Sign I Uniikely| 22 19.1 1 48 33.3 84 33.8 
ILikely | 97 84.3 i 117 81 .2 197 79.4 81 
Construction |Not Sure| 8 6.9 I 14 9.7 40 16.1 
Sign |Unlikely| 10 8.7 1 13 9.0 1 1 4.4 
ILikely | 94 81 .7 1116 80.5 216 87.1 84 
Curve Ahead |Not Sure| 8 6.9 1 15 10.4 18 7.2 
Sign I UniikelyI 1 1 13 11.3 i 13 
9.0 14 5.6 
ILikely I 70 61 .4 ! 90 62.5 183 73.7 68 
Railroad |Not Sure | 16 14.0 I 10 6.9 33 13-3 
Crossing |UniikelyI 28 24.5 I 44 30.5 32 12.9 
ILikely 1 5 4.3 i 9 6.2 18 7.2 6 
Street I Not Sure I 8 6.9 1 12 8.3 29 11 .6 
Name | Uniikely| 102 88.6 1 123 85.4 201 81 .0 
ILikely 84 73.0 i 95 66.4 164 66.4 68 
Men I Not Sure 18 15.6 1 28 19.5 54 21.8 
Working j Uniikely 13 11.3 I 20 13-9 29 11.7 
ILikely 85 73-9 1115 79-8 179 72.4 75 
Detour |Not Sure 1 13 11 .3 1 18 12.5 38 15.3 
|Uniikely 17 14.7 1 1 1 7-6 30 12.1 1 
ILikely 1 11 9.5 I 15 10.4 28 11.3 1 1 1 
Route 69 j Not Sure 1 25 21 .7 I 37 25.6 48 19-4 1 |Uniikely 1 79 68.7 1 92 63.8 171 69.2 i i i — 
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However, we found a discrepancy between students 
perceptions of the danger and their attitudes toward the 
crime. When the students were asked what they would do if 
they saw someone stealing or vandalizing a sign, a 
surprising 63% of the total sample (X2 = 35.82, P < .0001) 
said they would "ignore" the situation. Student responses 
to this question are presented in Table 7. 
TABLE 7 
Attitudes Towards Acts of Sign Vandalism 
Q: WHAT WOULD YOU DO IF YOU SAW SOMEONE STEAL OR 
VANDALIZE A SIGN? 
RESPONSE CHOICES JUNIOR HIGH COLLEGE TOTAL 
1 1 
HIGH 
1 
SCHOOL 
1 
% 
1 
TELL THEM TO 
STOP 
1 1 
1 
1 
N 1 1 
1 1 
io i 
i i 
12 ; 33 i 
1 1 
1 
1 
1 
1 
1 1 
1 
% 
1 
1 
1 
8.7 1 
1 
8.5 ; 13.5 
1 
11 ! 
1 
REPORT IT TO 1 1 N 1 1 54 i 32 45 ! 1 1 
AUTHORITIES 1 1 
1 
1 
1 
% 
1 
1 
1 
1 
1 
1 
46.9 ! 
1 
22.8 
1 
18.4 ! 
1 
26 ! 
1 
IGNORE IT 1 1 
1 
N 1 1 
1 
51 i 
1 96 ! 166 i 1 1 1 1 
i 
i 
i % 
i 
i 
i 44.3 ! 68.5 ! 68.0 ! 63 ! 
(XZ = 35.82, P < .0001) 
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The data in Table 7 support the contention put 
forth by Cohen (1955) that certain types of vandalism are 
sanctioned by society. it would appear from the data in 
Tables 6 and 7 that students are aware of the hypothetical 
dangers involved with sign vandalism, but in reality, when 
confronted with the crime, they would be reluctant to take 
action to stop the problem. Underlying this attitude may be 
the fact that because sign vandalism is so widespread among 
the sample populations, students are identifying with the 
problem on a personal level in which they would be 
unwilling to report a friend or peer to the authorities. 
Perceptions of the Magnitude of the Problem 
In an attempt to determine student perceptions of the 
scope and magnitude of the problem of sign vandalism in 
Iowa, students were asked a question concerning how much 
money they thought was spent in the state each year to 
replace stolen and vandalized signs. It was hypothesized 
that student perceptions of the magnitude of the problem 
would correspond to the amount of money they felt was spent 
in Iowa each year. In other words, the larger the amount 
of money they felt was spent, the greater their perception 
of the magnitude of the problem. The data collected on this 
question is presented in Table 8. 
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TABLE 8 
Students' Knowledge of State Costs 
For Sign Vandalism 
Q: HOW MUCH MONEY WOULD YOU ESTIMATE IS SPENT IN IOWA 
EVERY YEAR TO REPLACE SIGNS WHICH HAVE BEEN STOLEN OR 
VANDALIZED? (Correct answer is $1,000,000) 
RESPONSE CHOICES JUNIOR HIGH COLLEGE TOTAL 
1 1 
HIGH SCHOOL % 
! N i 25 31 ! 16 
$5,000 
! % 1 i i 21.93 21 .53 
1 
i 6.50 1 14 
i n i 49 65 ! 125 
i $100,000 
! % I 1 1 42.98 45.14 
1 
! 50.81 1 47 
i n j 35 44 84 
; $500,000 
i % i i i 
30.70 30.56 
1 
1 34.15 1 33 
i n j 5 4 i 21 
! $1,000,000 i i i i i i i i i i 4.78 2.78 
1 
! 8.54 
1 
6 
(Xa = 27.75, P < .0001) 
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In fact, over a million dollars are spent in Iowa each 
year to replace stolen and vandalized signs, however only 
6 percent of the total sample perceived the problem as 
being this large. Generally, students perceived the 
problem as being less significant, at least in terms of 
dollars. 
Madison (1970) contends that sign vandalism is a type, 
of erosive vandalism in which • individual vandals do not see 
their single acts as contributing to the larger problem. 
This hypothesis appears to be confirmed by the survey data. 
While 71% of the population admitted to knowing someone who 
had a sign for a room decoration (Table 4), only a very 
small percent of the sample, 6%, were aware of how 
widespread and costly the overall problem was (Table 8). 
In other words, they were unable to comprehend how the 
individual acts of peers and friends were contributing to a 
large scale problem. 
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Section Three; Students' Knowledge of Fines and Penalties 
The fourth research question was concerned with 
attempting to ascertain teenager's knowledge of the fines 
and penalties for sign vandalism. The survey contained 
three questions which attempted to ascertain the student's 
knowledge of the fines and penalties attached to sign 
vandalism. 
In regard to stealing signs, students were asked 
what they thought the maximum fine and penalty was for this 
crime. The data on their answers is presented in Tables 9 
and 10. A majority of the students questioned minimized the 
fines and penalties attached to stealing signs. Only 6% of 
the students knew what the maximum jail term was and only 
19% knew what the maximum fine was for stealing signs. It 
is interesting to note that the vast majority of the 
students underestimated the fines and penalties that are 
attached to sign vandalism. This finding further 
substantiates the hypothesis that students trivialize the 
problem of sign vandalism, and do not consider it a 
serious crime. 
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TABLE 9 
Students' Knowledge of Jail Terms 
For Sign Vandalism 
Q: WHAT DO YOU THINK THE MAXIMUM JAIL TERM IS IN IOWA FOR 
STEALING OR VANDALIZING A SIGN? ( Correct answer is 
one year) 
RESPONSE CHOICES 
1 
JUNIOR 
HIGH 
HIGH 
SCHOOL 
COLLEGE TOTAL 
% 
i No Jail Term 1 n i 28 51 37 1 1 1 1 % 1 24.56 35.42 15.04 23 
! 30 days 1 n i 53 66 1 32 1 1 1 1 % ! 46.49 45.83 
53-66 50 
! 60 days 1 n i 21 10 34 1 1 1 % i 1 8.42 6.94 13.82 13 
| 90 days 1 n i 10 8 22 i i i % j 8.77 5.56 8.94 8 
i 1 Year n i 2 9 21 
i i i % i 1.75 6.25 '8.54 6 
(x2 = 31.88, P < .0001 
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TABLE 10 
Students' Knowledge of Fines 
for Vandalizing Signs 
Q: WHAT DO YOU THINK IS THE MAXIMUM FINE IN IOWA FOR 
STEALING OR VANDALIZING A SIGN? (Correct answer 
is $ 1,000) 
RESPONSE 
CHOICES 
1 
JUNIOR 
HIGH 
HIGH 
SCHOOL 
COLLEGE TOTAL 
% 
NO FINE i N 
1 
1 7 0 
! 1 
1 
.88 4.86 0 2 
$100 i n 
1 
35 51 57 
! % 1 
30.70 35.42 23.17 28 
$350 i n 
1 
28 17 22 
! % i 24.56 11.81 8.94 13 
$500 i n i 38 
41 1 11 
i % 33.33 28.47 45. 12 38 
$1,000 i n 
i 
12 28 56 
! % 10.53 19.44 22.76 19 
(X2 = 47.26, P < .0001) 
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Section Four: Methods for Reducing Sign Vandalism. 
The fifth research question is concerned with 
discovering which method the students feel would be the 
most effective in reducing sign vandalism. The survey data 
presented in Table 11 appears to suggest that the "fear of 
getting caught" is the strongest deterrent to sign 
vandalism (X1 = 22.64, P < .003). This attitude was 
shared by a majority of the students surveyed. Some 83% of 
the students said that "the fear of getting caught" was the 
most important reason that people DO NOT vandalize signs 
(Table 11). 
In addition 74% of the total sample said that they 
felt that "severe fines and penalties" would be the most 
effective way to reduce sign vandalism (Table 12). This 
finding is interesting because the actual fines and 
penalties for stealing or vandalizing signs in Iowa are 
quite severe. However, as demonstrated in Tables 9 and 10, 
only a small minority of the students were cognizant of the 
actual fines and jail sentences attached to this crime. 
The data presented in Tables 11 and 12 provided 
valuable insights for the development of the public service 
ad campaign. In Chapter V the ads which were developed are 
presented and the reader will see how these findings 
were integrated into the advertising campaign. 
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TABLE 11 
Attitudes on Factors 
Which Deter Sign Vandalism 
Q: HOW IMPORTANT ARE THE FOLLOWING FACTORS IN A PERSON'S 
DECISION NOT TO STEAL OR VANDALIZE SIGNS? 
RESPONSE SCALE JUNIOR HIGH COLLEGE TOT. 
CHOICES (1-5) HIGH' SCHOOL 
1 1 
N % 
1 
N % 
1 
N % % 
A FEAR OF ! Important!108 93-9 i119 82.6 216 87.8 88 
GETTING 1 1 1 1 1 1 
CAUGHT I Unsure i 
1 1 
4 3.4 
1 
1 1 7.6 16 6.5 
i Not ! 
i 
i 
i 
iImportant | 
1 1 
3 2.6 | 
1 
14 9.7 14 5.9 
PEER jImportant' 71 61.7 i 82 57.3 146 59-3 59 
DISAPPROVAL 1 1 1 1 1 1 
j Unsure i 
1 1 
30 26.0 ! 
1 
40 27-9 54 21.9 
i i 
! Not ! 14 12.1 ! 21 14.6 46 18.7 
1 Important! 
1 1 
1 
1 
1 
PARENTAL 
i---------i 
!Important! 57 49.5 i 77 53.8 141 59.3 54 
DISAPPROVAL! i 1 1 
I Unsure ! 
1 1 
31 26.9 I 
1 
25 17.4 52 21 .0 
i i 
iNot ! 27 23-4 ! 41 28.6 54 21 .8 
!Sure ! 
1 1 
1 
1 
1 
NOT INTER- 
i-1 
Important i 48 41.7 ! 77 53.4 163 65.9 57 
ESTED IN I 1 I 1 1 1 
SIGNS | Unsure ! 
1 1 
35 30.43! 
1 
42 29-17 51 20.65 
i i 
! Not i 32 27.83! 25 17-36 37 13-36 
Important! 1 1 
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TABLE 12 
Attitudes on the Relative Effectiveness 
of Different Methods for Reducing Sign Vandalism 
Q: HOW EFFECTIVE DO YOU THINK THE FOLLOWING METHODS WOULD 
BE FOR REDUCING SIGN THEFT AND VANDALISM IN IOWA? 
RESPONSE SCALE JUNIOR HIGH COLLEGE TOT. 
CHOICES (1-5) HIGH SCHOOL % 
!_!_I_ i i i i 
iSevere fines 
j& sentences 
ifor offend- 
i er s 
iImportant 
1 
1 
1 Unsure 
1 
! Not 
1 Important 
1 
! 89 
i 10 
!l5 
1 
1 
1 
78.0 
'8.7 
13.6 
100 
17 
26 
69-9 i 
1 
11.8 ! 
1 
18.1 
185 
14 
47 
75.2 i 
1 
5.6 ! 
19.1 
74! 
1 
1 
1 
1 
!Releasing ! Important 153 46.4 61 42.6 142 57.4 51 
1 info. about 1 1 1 1 
|sign vandal- ! Unsure 122 19.3 25 17.4 30 12.1 
!ism related 1 1 1 1 
!accidents i Not 139 34.2 57 39.8 75 30.3 
|Important I 
i i 
!Driver’s Ed. iImportant ! 45 39.4 49 34.2 1 17 47.3 42 
J classes 1 1 1 1 
iabout the j Unsure i 28 24.5 22 15.3 32 12.9 
j sign vandal- 1 1 1 1 
|ism problem 1 Not 41 35.9 72 50.3 98 39.6 
! Important! 
|Public | Important! 41 35.9 54 37.7 155 63.0 49 
serv ice 1 1 1 1 
j advertising ! Unsure 
1 
'.29 
1 
25.4 34 23.7 26 10.5 
! Not 144 38.6 55 38.4 65 26.4 
!Important! 
|Rewards for jImpor tan t!69 60.5 80 55.9 123 50.0 54 
jturning in 1 1 1 1 
offenders | Unsure 1 21 
1 
18.4 24 16.7 38 15.4 I 
1 
i Not ! 24 21 .0 
i i i 39 27.2 85 34.5 ! 
I ! Impor tan t 
j i 
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Section Five; Television Viewing 
In order to determine which time of day would be best 
to air the P.S.A.*s, students were surveyed on their 
television viewing habits. Respondents were asked to 
specify how often they watched various types of television 
programs. It was hypothesized that the sign vandals 
would watch more "detective shows" or "music videos." it 
was hoped that this information on viewing habits might be 
of interest to the television stations in deciding when to 
air the P.S.A.'s. 
In order to extract the data presented in Table 13, 
"sign vandals" were defined as anyone who responded YES to 
the survey question: Have you ever been part of a group 
that has taken a sign? "Non-vandals" were defined as 
respondents who answered NO to this question. The 
television viewing habits of the two groups were then 
compared. 
It would appear that there is no significant 
difference between sign-vandals and non-vandals regarding 
the types of programming that they watch on television. 
However, sign vandals appear to watch slightly more 
cartoons than non-vandals, though the amount is not 
statistically significant. 
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TABLE 13 
A Comparison of 
TV Program Viewing Patterns 
Q: HOW OFTEN DO YOU WATCH EACH OF THE FOLLOWING TYPES OF 
TV PROGRAMS? 
RESPONSE SCALE SIGN NON- TOTAL 
CHOICES (1-5) VANDALS VANDALS 
1 1 
N % N % N % 
1 1 Often i i 31 30.70 119 29.31 149 29.39! 
SOAP OPERAS 1 1 Seldom 1 1 22 21.78 ! 98 24.14 121 23-67! 
1 
1 
1 
Never 1 1 
1 
48 47.52 1189 
1 
46.55 1237 
1 
46.74 
1 
1 Often 1 1 12 11.88 74 18.27 : 85 16.80 
GAME SHOWS 1 1 Seldom 1 1 25 24.75 i 103 25.43 I 126 24.90 
1 1 
1 
Never 1 1 
1 
64 63-36 1228 
1 
56.29 1295 
1 
58.30 
1 1 Often 1 1 25 24.75 148 36.05 1170 33.60 
FRIDAY NITE 1 1 Seldom 1 1 29 28.71 I 96 23-70 i 125 24.70 
VIDEOS 1 1 
1 
Never 1 1 
1 
47 46.53 1163 
1 
40.25 1211 
1 
41 .70 
1 1 Often 1 1 21 20.79 i 115 28.47 1135 26.74 
POLICE-DET. 1 1 Seldom 1 1 38 37.62 I 118 29.21 1157 31.09 
SHOWS 1 1 
1 
Never 1 1 
1 
42 41 .58 1171 
1 
42.32 1213 42.18 
i 
i Often 1 1 44 43-56 1178 43.95 ',221 43.67 
SITUATION 1 1 Seldom 1 1 29 28.71 1 1 40 34.57 1169 33.40 
COMEDIES 1 1 Never 1 1 28 27-72 1 87 21 .48 ! 1 16 22.93 
1 
1 Often 1 1 31 30.69 ! 99 24.50 1130 25.69 
CARTOONS 1 1 Seldom 1 1 23 22.77 ! 93 23.02 ! 1 15 22.73 
1 1 Never 
1 1 47 46.53 1212 52.48 1261 51 .58 
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Summa ry 
An exploratory research questionnaire was distributed 
to 506 Iowa teenagers in January, 1984. The sample 
included junior high, high school and college students. 
The purpose of this survey was to gather data on four 
research questions relating to teenage attitudes, knowledge 
and behavior regarding sign vandal ism. The survey data 
were also to be used to guide the message development for 
the public service advertising campaign. 
The following is a summary of the evidence that 
relates to each of the four research questions under 
consideration. In regard to the second research 
question, which was concerned with which age group had the 
highest incidence of sign vandalism behavior, the survey 
data appeared to suggest that the highest incidence of 
sign vandalism behavior occurs in the high school age 
group. This age group would be the primary target audience 
for the advertising campaign. 
In regard to the third research question, which was 
concerned with determining how Iowa teenagers perceived the 
sign vandalism problem, the survey data revealed that the 
majority of teenagers were familiar with the use of highway 
signs as room decorations, and were therefore familiar with 
the problem of stolen signs. However, the survey data 
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a ppe a r ed to suggest that ths tssna^firs did not psrcsivs 
sign vandalism as a serious problem. The data collected on 
the students' perceptions of the amount of money needed 
yearly to replace stolen and vandalized signs suggested 
that teenagers minimize the extent of this problem and 
might confirm Madison's (1970) hypothesis that with erosive 
vandalism, individuals are not able to see single acts of 
vandalism as contributing to the larger problem. in 
addition, while the students appeared to be aware of the 
dangers posed by missing and vandalized signs, they also 
appeared to be reluctant to take action to alleviate the 
problem of sign vandalism. The majority of teenagers said 
they would "ignore it" if they saw a sign being stolen. 
The fourth research question was concerned with 
determining the current levels of knowledge of Iowa 
teenagers regarding the fines and penalties attached to 
sign vandalism. The survey data appeared to suggest that 
the majority of students did not know the fines and 
penalties attached to sign vandalism. In addition, when 
confronted with choices of various fines and jail 
sentences, the teenagers tended to underestimate the 
consequences for stealing and vandalizing signs. 
The fifth research question was concerned with which 
methods Iowa teenagers regarded as the most effective in 
It appeared that the students reducing sign vandalism. 
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felt that the "fear of getting caught" would be the 
greatest deterrent to sign vandalism. They also felt that 
severe fines and penalties would deter sign vandalism. 
In addition to the data relevant to each of the 
research questions, the survey revealed that there was no 
significant difference between the television viewing 
habits of sign vandals and non-vandals. Although teenagers 
who admitted to having been part of a group that stole or 
vandalized a sign appeared to watch slightly more cartoons 
on television than did non-vandals. 
CHAPTER V 
THE ADVERTISING CAMPAIGN 
Introduction 
In the previous chapter the data gathered in the 
exploratory survey was reported and its relevance to each 
of four research questions wa? discussed. In this chapter 
the actual process used to develop the messages will be 
discussed and the products of this process, the print 
advertisements and broadcast commercials will be examined. 
The data collected and discussed in this chapter were 
gathered in relationship to the following research 
question: 
Question 6: Does the use of formative research, 
as a participatory message development 
process, promote ’bottom up* social 
change ? 
The actual advertising campaign messages were 
developed by students in advertising classes at Iowa State 
University during the Spring, 1984 semester. These classes 
used formative research in developing the messages. 
The first section of this chapter contains a 
discussion of the process used to develop the messages. 
Section two of this chapter examines the advertising 
objectives for the campaign and presents the print and 
broadcast commercials. 
7 1 
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Section One: Formative Research 
Edward Palmer, who was one of the pioneers of formative 
research, defines this message development methodology as a 
process which requires "direct involvement with reasonably 
typical members of the target audience” (1981, p.2 31 ). He 
states that through this direct involvement the producers 
of Sesame Street have gained.important insights and leads 
into how their audience thinks. 
Procedure for Developing the Ads 
The I.S.U. advertising classes who were asked to 
develop the print and broadcast messages for the public 
service advertising campaign were therefore instructed not 
to rely on the survey data alone in developing their 
advertisements but to familiarize themselves with the sign 
vandalism problem by doing formative research. Three 
techniques for collecting formative research were suggested 
to the classes: 
1. in-depth interviewing with a sign vandal; 
2. focus group interviewing with members of the 
target audience; and 
3. writing a first hand report on personal 
involvement in sign vandalism. 
The interview schedule (Appendix D) was distributed 
to the advertising students. It was suggested that they 
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use this guide as a starting point for conducting their 
formative interviews. The majority of the students chose to 
hold focus groups. The transcripts from these focus groups 
were examined by the author of this study. They reveal 
some fascinating insights into sign vandalism. Whereas the 
survey was able to identify trends in attitudes, 
perceptions and behaviors--the focus groups provided a 
way to probe deeper into the motivations for sign vandalism 
and a way to check the validity of the survey findings. In 
addition, these focus groups provided the advertising 
students who were developing the campaign with verbatim 
phrases and quotes that could be relevant to their target 
audience. 
Focus Group Interviews 
The transcripts from the focus groups tended to affirm 
the findings of the survey. Generally, interviewees 
perceived sign vandalism as a lark, rather than a 
serious crime. As one young man stated, "We only took 
signs to get past boredom. I didn’t even know you could 
actually get into trouble doing it." Another boy 
explained, "It was something to do. It was easy because we 
didn’t have to worry about getting caught since we did it 
late at night." Another said, "I would have never took the 
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dumb things if we had thought about it at all but everyone 
did it so it didn’t seem wrong.” In a focus group of 12 
admitted sign thieves, none actually knew the fines or 
penalties in Iowa for stealing or possessing a sign. 
One commonly shared misperception that surfaced during 
the focus groups was that taking one sign or vandalizing 
one sign didn’t really make much difference to the state. 
The interviewees saw their, individual actions as not 
contributing to the overall problem. A typical response to 
questioning on this subject was ’’what’s the big deal about 
taking one sign, the state will only replace it anyway” or 
another said ”1 have only two signs, it can’t make that 
much difference.” 
One advertising student chose to conduct her research 
with high school students. She found that when asked which 
signs would create dangerous traffic situations if removed, 
the younger boys had trouble thinking of any signs except 
speed limit signs. Not being drivers themselves, the boys 
really didn’t realize how many different road signs there 
were and the importance of all of them. 
The motives given for stealing signs were often 
frivolous. Mary, a college girl in one of the focus 
groups, said she stole a sign because, ’’They really make 
neat room decorations, especially stop signs. I stole a 
crossing sign once because my friend in Illinois lives cow 
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on a ranch and Illinois doesn’t have as creative cow 
crossing signs as Iowa does.” Another young man explained 
it this way, "we took signs from a town where our high 
school football team had played and won big. Each of the 
guys in our group took a sign. I also took a street sign 
with my name on it. Both of these incidents involved 
drinking." When he was asked why he keeps the signs he 
said, "because they cover up my bare walls, and besides, I 
like the one with my name on it --it’s cool." 
Often the reason given for stealing or vandalizing 
signs was simply "boredom" or a need to "add some 
excitement to life." A young man named Travis said that 
in high school he had shot at a sign with a group of 
friends from a moving car, "just to see if I could hit it." 
One young man from a rural community told this story, "In 
those small towns drinking beer and driving around was 
common and the beer bottles had to be disposed of before 
going home. It was not enough to simply throw the bottles 
on the side of the road, that was the boring way of doing 
it, instead the bottles were tossed at a sign. There were 
nightly contests to see who could hit the most signs and 
make the loudest noise." Noise was also cited as the 
reward for shooting at a sign, "you knew you'd made a hit." 
One focus group leader summed it up this way, "I found that 
the reason the ones who had vandalized signs did it was 
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because of extreme boredom, they were looking for some 
excitement.” 
In regard to stealing signs there seemed to be some 
evidence from the focus group discussions that the sign 
itself was considered a trophy. One student explained it 
this way, ” I guess the sign is some sort of a status 
symbol because it proves you had to go through something to 
get it.” One sophomore male, said, "I mean, if you see a 
stop sign in someone’s room, you can imagine what they’ve 
gone through. You could just buy a poster or something 
like that in a store.” One girl who had four signs in her 
room explained that they were all stolen for her by her 
boyfriend. They were given to her while she was a freshman 
in college. One of the signs was so large that she had no 
where to put it so it ended up in her closet. The weight 
of the sign was a factor she said ’’when it came to hanging 
it up, we couldn’t lift it high enough.” Her boyfriend had 
been drinking when the signs were stolen. He was driving 
through a town with the same name as her last name, so he 
took all the signs he could and later presented them to her 
as a gift. 
The college students in the focus groups agreed that a 
favorite sign to have in your room would be a street sign 
with your name, or any name which had a special meaning for 
Traffic cones were also mentioned as an easy the person. 
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item to steal and were unique. One respondent said he hung 
a traffic cone over his overhead light to give a romantic 
feel for his female guests. 
In addition to being considered a prized trophy, the 
students seemed to agree that there was little if any 
social stigma attached to sign vandalism. One high school 
student said he personally knew a girl who stole signs. 
She was a member of the basketball team and a cheerleader 
at his high school. She hung the signs in her bedroom for 
decoration. His opinion of this girl was not lowered by 
her behavior. The focus group leader explained, ” as a 
matter of fact, none of my respondents lowered their 
opinion of any of their friends because of something as 
"trivial” as stealing signs.” 
In one group consisting of nine admitted sign vandals, 
about 75% of the group said they did not think of it as 
"vandalism” they just "took a sign". Furthermore, they 
said that they never met with disapproval concerning their 
sign taking because most people who knew of their act(s) 
either had done it too or admired their nerve in doing so. 
In response to whether or not they had ever felt any peer 
pressure to steal signs, the group answered unanimously 
yes, but they agreed that it basically occurred while 
attending high school. "It was a sign of coolness" and 
immediate social acceptance if you were known thereby more 
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to have taken a sign, but for guys more so than girls. 
Sometimes younger kids would do it "to try to fit in with 
the older crowd." These students did not consider their 
actions criminal. Some sign thieves added that they 
wouldn’t or didn’t deface signs because that was "silly and 
unnecessary and could lead to serious traffic accidents." 
In general, sign vandalism appeared to be tolerated 
by the students in the focus groups. As one student said 
"everyone does it." When a group was asked if they thought 
signs would be returned if there was an amnesty day they 
all said no. One boy put it this way, "No way, people 
would know you’re guilty and you went to a lot of work and 
a lot of sweat to get it." A focus group leader summed up 
her findings in this way: "As is apparent, my respondents 
had a very casual attitude towards the entire subject. 
They had never known anyone who had been punished with a 
jail term or fine." 
Many of the focus group members who had stolen signs 
did not think the cost to the state was a concern. "My 
taxes are paying for the signs" was a statement that was 
frequently mentioned. Or, "Within a few days they usually 
have the signs replaced. They have more than enough signs 
to replace the one I take." Or, "If they can replace them 
in a few days, what’s the big deal." Mary said, "no one 
gets hurt because the sign is missing." 
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Probably the most interesting data from the 
transcripts were in regard to the stories of how the signs 
were stolen. It was generally agreed upon that the most 
popular time for taking a sign was at night, and often 
drinking was involved. Joe explained the process in this 
way "it was really a challenge to look out for smokies 
while trying to take the sign down. You have to have one 
person drive up and down the .road to warn you if anyone is 
coming by. If there is, the lookout guy honks the horn, 
and you run and hide in the ditch." Another male student 
said that he and his friends stole about twenty signs one 
night. They'd knock them down with their van and throw 
them in the backend. He said they did it "just for fun" 
one night after they'd been drinking. When asked if he was 
scared of getting caught, he responded "scared to death, 
but it was always dark and I was drunk so I didn't care." 
Another young man described the process his group used 
as follows. "We drove our truck over the sign. We snapped 
it off then went back the next day and took it. When we 
did it we hurried. We were afraid someone would see us and 
turn us in or something. The night before when we were 
hitting it we weren't afraid of getting caught. We were 
having a good time. It was like 3 o’clock in the morning 
and we knew we wouldn't get caught." Had they ever done it 
before? "Oh yes, for sure. My friend even had his pickup 
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equipped with an iron cage so he could hit things. But he 
was really a good driver." 
The focus group interviews confirmed that most sign 
vandalism is a group activity. One focus group leader 
wrote, "out of a group of seven admitted sign thieves I 
found that these men stole signs while they were in groups. 
No one did it by themselves. Also, no one felt as though 
they were pressured into it.by their friends." One girl 
described her foray into sign painting by explaining that 
she was challenged by a group of friends who didn't think 
she had "enough guts to paint on a school crossing sign" 
because she had a reputation for being quiet. While she 
was never caught, the girl expressed guilt about the 
incident and realized that "it was just a really stupid 
thing to do. It was something you didn't think about until 
after it was done." 
I_n - D e p t_h Interviews 
In addition to the focus groups, a few students 
conducted in-depth interviews with individuals who had 
knowledge of or experiences with sign vandalism. One 
student conducted an in-depth interview with a dorm hall 
advisor who was responsible for over ten floors. The 
advisor was very familiar with the use of signs for room 
decorations and concerned about the problem. In describing 
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the types of students who have signs hanging in their rooms 
she said that they were "not really troublemakers, let 
alone anyone she would ever expect to be involved with 
vandalism." Whenever she mentioned the signs, the "student 
would become irate" and immediately begin to rationalize 
his actions by stating that "everyone does it" or "somebody 
gave it to me." They would refuse to listen to her when 
she mentioned the legal ramifications of having a sign in 
their possession. Often they would say things like, "it’s 
okay because ray taxes are paying for them." The dorm hall 
advisor said she doubted if the students would ever really 
understand the problem. "No amount of warning frightens 
them at all." 
One advertising student conducted an in-depth 
interview with a 25 year old named Chad who had "past 
experiences in damaging signs." One day Chad and his high 
school buddy were riding around on their motorcycles. He 
recalled that there wasn't much to do in their small town 
so his friend "strongly suggested" that they chop down a 
stop sign. They chose one that was located out of town. 
Chad didn't want to appear "chicken" so he agreed to go 
along with the "prank". His friend was carrying a hunting 
knife and proceeded to chop, push, and kick the post that 
supported the sign. The wooden post finally gave way to 
their efforts. They threw the sign into a ditch nearby and 
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quickly rode off on their motorcycles. Why didn’t they keep 
the sign as a room decoration? "I would've gotten into 
more trouble with my folks than the sheriff," replied 
Chad . 
In another in-depth interview conducted with two girls 
who had been involved in sign theft, the interviewer asked 
if knowing the dangerous consequences that occur due to 
sign vandalism would have made a difference to them. One 
of the girl’s answered, "No, because we were having a good 
time. I suppose we were at fault but we were sandwiched 
in between the guys. Fun time. I never thought about 
hurting others. These were only little signs like the one 
on the wall. Just little ones along the side." "But 
they're curve signs," the interviewer said, "the drivers 
could've gone over the curve." "We never thought about 
that," said one of the girls. 
Personal Statements 
One young man offered the following personal statement 
on a sign theft incident: 
"My brother had been out the night before with 
some friends. He had a bottle of Tangura (sic) 
gin still left over. So we drove around 
drinking the gin having a good time. Then we 
started to run over mail boxes, garbage cans, 
you name it we hit it. Then we started for 
home. We live out in the country so on our way 
home we started to run over highway signs. We 
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just didn’t take the sign, but the pole and 
all. Each time we ran a sign over we put it in 
the back of our Jeep. We kept doing this until 
the back end was filled up with all sorts of 
signs. It was so filled up we could not even 
close the tailgate. After we couldn’t put 
another sign in the back we headed home. 
When we got home we piled the signs behind 
our motorcycle shop. When we finally got into 
the house we had to stay up for at least an 
hour pulling slivers out of our hands. If that 
wasn’t the worst of it the next day my dad’s 
company that he worked for had a big convention 
in town and a bunch of very important people 
attended. After the convention he brought some 
of them home to show them our house. So my 
dad’s walking back behind the motorcycle shop 
to show them our motorcycle track and dirt 
bikes. Well when he turned the corner to open 
the door he ran right into a big pile of road 
signs. Well of course he wasn’t too happy. He 
yelled at my brother and I for what seemed like 
hours." 
The Benefits of Using Formative Research 
The advertising students expressed the feeling that 
the formative research was helpful in not only giving them 
a deeper understanding of the problem of sign vandalism, 
but also in helping them to understand the types of 
messages that would be relevant to their audience. Some 
of the radio commercial that were submitted used verbatim 
phrases from the formative research. 
The fact that the advertising students presented their 
findings to the rest of the class and discussed the 
findings also seemed to help in their ability to integrate 
the research into the advertising messages. 
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One girl explained it like this, "These personal 
interviews helped me to realize that informing the public 
about the costs, penalties and fines involved with sign 
vandalism would be a good place to start the advertising 
campaign.’’ 
One of the most interesting findings, in regard to 
whether the participation of students in the message 
development process helped initiate ’bottom up’ social 
change, occurred about about six months after the classes 
had worked on this project. One female advertising 
student, who at first had been adamantly opposed to working 
on the sign vandalism campaign, later organized a group 
called ’’Students Against Sign Stealing.” This group, which 
arose more or less spontaneously, is discussed in greater 
detail in the final chapter of this study. Essentially 
what she did was to recruit six other students and together 
they arranged an Amnesty Week on the Iowa State University 
campus. The group managed to get quite a bit of publicity 
for their cause, though not a lot of returned signs. This 
project was a totally ’bottom up’ effort on the part of 
this group of students. When I asked her why she was doing 
it, the student replied, "Because I used to be a sign 
vandal. Now I’ve seen the light.” 
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Section Two: The Advertising Campaign 
In order to actually reduce the incidence of sign 
vandalism, the research suggested that it would be 
important to reinforce the perception that Iowa officials 
were cracking down on the problem and that people were 
actually getting caught and prosecuted for sign vandalism. 
The objectives for the advertising campaign were 
determined to be: 
1. To increase awareness statewide of the fact 
that one million tax dollars were spent each 
year to replace stolen and vandalized signs; 
2. To increase awareness in the 13-21 year old 
age group of the serious consequences that 
can result from a missing or defaced sign. 
3. To reinforce the perception that the state 
of Iowa is prosecuting offenders through 
the use of advertisements and commercials 
that stress offenders "getting caught". 
4. To increase awareness in the 13 - 21 year old 
age group that sign vandalism is a crime 
with serious consequences, by stressing the 
maximum fine ($1,000) and the maximum jail 
sentence (one year in jail) in the 
advertising campaign. 
The Print Ads 
A number of excellent campaign slogans were suggested 
by the advertising students including: "Stop Sign 
Vandalism. It's Risky Wreckreation," and "Vandalism is 
Removing Iowa's Vital Signs." The slogan that was finally 
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chosen as the best: "Sign Vandalism. It’s No Joke. It's a 
Crime." was not as clever as some of the other slogans, 
however it was more powerful and met the objectives for the 
campaign. Moreover, it worked equally well on radio and 
television. 
Four themes were chosen to be used in the print 
campaign. They were: 
1. the million dollars spent each year in Iowa to 
replace signs; 
2. the accidents that could result from stealing 
signs; 
3. the useless destruction caused by shooting 
at signs; and 
4. the defacement of important signs by spray 
painting. 
Each of the advertisements had a headline which 
identified the specific sign vandalism problem followed by 
the slogan line set in slightly smaller type. The body copy 
in each advertisement explained the serious nature of the 
problem in greater detail. One group of advertising 
students designed a grid that was eventually adapted and 
used in all the print ads. This grid showed graphically 
what the fines and penalties were for each sign vandalism 
offense. The ads that were developed for the campaign 
appear as Figures 1 through 4 on the following pages. 
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IT’S NO JOKE 
IT’S A CRIME 
Every year thousands of highway signs 
are stolen or destroyed by vandals. You’ve 
probably seen the mutilated, bullet-ridden 
signs along Iowa's rural roads. And the 
spray painted signs on Iowa's city streets 
They're dangerous enough 
But it's the stolen signs that are the most 
dangerous. Because you don't see them. 
They're not there when you need them. 
They're hanging on some vandals bed¬ 
room wall. And without those signs driver's 
don't know when to stop. Or yield Or slow 
down. 
Sign vandalism isn't just a childish prank. 
It's a serious crime in Iowa. Punishable by 
stiff fines and jail sentences. 
Stop sign vandalism. 
MAXIMUM FINE JAIL TERM 
CAUGHT 
IN THE ACT 
POSSESSION 
OF A SIGN 
$1,000 1 YEAR 
$100 30 DAYS 
Iowa Department of Transportation 
Figure 2 
SIGN VANDALISM COSTS 
IOWANS $1,000,000 A YEAR 
IT’S NO JOKE IT’S A CRIME 
Every year thousands o( highway signs 
are stolen or destroyed by vandals. You've 
probably seen the mutilated, bullet-ridden 
signs along Iowa’s rural roads. And the 
spray painted signs on Iowa's city streets. 
They're dangerous enough. 
But It's the stolen signs that are the most 
dangerous. Because you don't see them. 
They're not there when you need them. 
They're hanging on some vandals bed¬ 
room wall. And without those signs driver’s 
don't know when to stop. Or yield. Or slow 
down. 
Sign vandalism Isn't just a childish prank. 
It's a serious crime in Iowa. Punishable by 
stiff fines and jail sentences. 
Stop sign vandalism. 
MAXIMUM FINE JAIL TERM 
CAUGHT 
IN THE ACT 
POSSESSION 
OF A SIGN 
$1.000 1 YEAR 
$100 30 DAYS 
Iowa Department of Transportation 
Figure 3 
SHOOTING SIGNS 
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IT’S NO JOKE 
IT’S A CRIME 
Every year thousands of highway signs 
are stolen or destroyed by vandals. You've 
probably seen the mutilated, bullet-ridden 
signs along Iowa's rural roads. And the 
spray painted signs on Iowa's city streets. 
They’re dangerous enough. 
But It's the stolen signs that are the most 
dangerous. Because you don’t see them. 
They're not there when you need them. 
They're hanging on some vandals bed¬ 
room wall. And without those signs driver's 
don't know when to stop. Or yield. Or slow 
down. 
Sign vandalism isn’t Just a childish prank. 
It's a serious crime In Iowa. Punishable by 
stiff fines and jail sentences. 
Stop sign vandalism. 
MAXIMUM FINE JAIL TERM 
CAUGHT 
IN THE ACT 
POSSESSION 
OF A SIGN 
$1,000 1 YEAR 
$100 30 DAYS 
Iowa Department of Transportation 
Figure 4 
STEALING SIGNS 
IT’S NO JOKE 
IT’S A CRIME 
v 
Some kids think It's fun to steal highway 
signs. They say that highway signs look 
great hanging on a bedroom wall. 
If you think stealing signs Is just a harm¬ 
less prank, maybe you should take a closer 
look at the picture above. This accident 
occurred because a stop sign was missing. 
Stolen. Taken by a vandal who wanted a 
room decoration. 
Missing and damaged signs cost Iowa 
taxpayers over $1,000,000 a year. Sign van¬ 
dalism isn't funny. It's dangerous. Stealing 
or defacing traffic signs is a serious offense 
in Iowa punishable by stiff fines and jail 
sentences. So if you know someone who 
thinks it's fun to steal signs, or shoot at them 
or spray paint on them, maybe you should 
do them a favor and show them this ad. 
Ask them if they think that picture’s funny. 
MAXIMUM FINE JAIL TERM 
CAUGHT 
IN THE ACT 
POSSESSION 
OF A SIGN 
Iowa Department of Transportation 
Figure 5 
$1,000 1 YEAR 
$100 30 DAYS 
The Broadcast Commercials 
Essentially, the broadcast commercials that were 
submitted by the advertising classes tended to take one of 
two basic forms: testimonials by real people who had been 
in an accident caused by a missing sign; or admonitions 
from famous people like Mr. T and Clint Eastwood to stop 
stealing signs. One of each of these types was produced to 
be aired state-wide on radio.. 
A number of storyboards were submitted by students 
for the 30 second TV spot. Although there were quite a few 
interesting ideas, production costs narrowed the list 
substantially. The one commercial which was chosen to be 
produced featured two teenagers who were caught by the 
sheriff’s department while stealing a stop sign. The 
commercial was chosen primarily because the research 
suggested that the most powerful way to reduce sign 
vandalism would be to stress the ’’fear of getting caught." 
In addition, Stainforth and Twyman (1980) had tested a 
number of commercials in London in the late 70's to see 
which would be most effective in reducing vandalism. They 
found that the commercial which featured a policeman 
arriving at the door of a teenager’s house to inform the 
parents of the child’s infraction was by far the most 
effective when tested on teenage vandals. They concluded 
that media messages which stress "the fear of getting 
caught” are the most effective in reducing vandalism. 
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Summary 
Formative research was conducted with sign vandals as 
part of the message development process for the public 
service advertising campaign. The three techniques which 
were used for collecting the formative research were, in- 
depth interviewing, focus group interviewing and collecting 
personal statements from teenagers who had experience with 
sign vandalism. 
Document analysis of the personal statements and 
transcripts from these interviews were discussed in the 
first part of this chapter. The formative research 
revealed that vandals perceive of sign vandalism as a lark, 
rather than a serious crime. Often the crime is committed 
out of boredom, and little thought appeared to be given to 
the dangerous consequences that can result from a missing 
or destroyed sign. Sign vandals also appeared to be 
unable to relate their single, individual crime with the 
larger statewide problem. 
The research with sign vandals also revealed that 
highway signs are considered to be a kind of trophy. They 
represent a daring experience on the part of the owner. 
Little, if any, social stigma seemed to be attached to sign 
vandalism. In fact, sign thieves appeared to have trouble 
relating to the word "vandalism” as a description for their 
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acts. They just "took” a sign. They described sign 
vandalism as something "everyone" did. 
Alcohol abuse appeared to be involved in many of the 
vandals’ stories. And sign vandalism was usually .described 
as a group rather than an individual activity. 
The advertising students who used formative research 
as part of the message development process appeared to 
benefit from it. In fact, the process generated a 
voluntary student group called SASS, Students Against Sign 
Stealing who organized an Amnesty Week for the return of 
signs on the Iowa State University campus. 
The second part of this chapter outlined the 
advertising objectives which were set for the public 
service advertising campaign. It also included a 
description of the materials which were developed for the 
campaign. 
CHAPTER VI 
THE EVALUATION 
Introd uction 
The previous chapters have outlined the rationale, 
methods and development of a public service advertising 
campaign aimed at reducing sign vandalism in Iowa. This 
chapter describes a pre and posttest evaluation of the 
print advertisements which were conducted on the Iowa State 
University campus in the Fall of 1984. 
The aim of pretesting advertising messages is to 
check that the advertisements are capable of producing a 
trend in the desired direction of attitude and behavior 
change in the target audience. Willaim McGuire states, 
’’any undertaking as important and expensive as a public 
communication campaign should have evaluation procedures 
built into it.” (1981, p.69). Before releasing the sign 
vandalism campaign on a statewide basis, it was felt that a 
preliminary evaluation of its effectiveness should be 
atterap ted. 
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Evaluation of the Print Advertisements 
The Iowa State University campus was selected as the 
site for the pre and posttest evaluation because the 
earlier survey had revealed that college students exhibited 
a significant incidence of sign vandalism. In addition, 
using the campus newspaper to disseminate the 
advertisements offered a greater degree of control than 
would have been possible using the commercial mass media. 
The purpose of the pre and posttest was to evaluate 
how effective the four print advertisements (displayed in 
Figures 1 through 4 of the previous chapter) were in: 
1. raising college students' knowledge of the fact 
that sign vandalism is a serious crime, by 
increasing their awareness of the fines and 
penalties attached to sign vandalism; 
2. raising students' awareness of the consequences 
of sign vandalism, in particular, of the 
serious accidents that can occur due to sign 
vandalism; and 
3. raising students' awareness of the magnitude of 
the sign vandalism problem in Iowa, by 
publicizing the fact that sign vandalism is 
costing the state one million dollars per 
year. 
It was noted in an earlier chapter that the "building 
of awareness or knowledge" is the first step in the 
hierarchy of effects which culminates in behavior change 
(McGuire, 1981, p.45). The intent of the four print 
advertisements was to attempt to move students through this 
first critical stage of attitude change. 
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The Sample and Procedure for Administering Surveys 
A random sample of 250 undergraduates were selected 
for the pretest and another random sample of 250 
undergraduates were selected for the posttest. The pretest 
was conducted during the first week of October 1984, before 
any of the print advertisements had appeared in the campus 
newspaper, Iowa State Daily, The posttest was conducted 
six weeks later after the print advertisements had run a 
total of eight times in the Daily. 
The pretest questionnaire (see Appendix C) contained 
a series of questions relating to students’ knowledge of 
the fines and penalties attached to sign vandalism, and 
their levels of awareness of the scope and magnitude of the 
sign vandalism problem. The posttest questionnaire (see 
Appendix D) contained essentially the same questions as the 
pretest, since its purpose was to measure whether 
knowledge levels had increased during the six weeks that 
the print advertisements had been running. 
Both of the surveys were conducted by telephone 
interview. Students were disqualified from the. posttest, 
if they said that they ’’seldom” or ’’never” read the Daily. 
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Campaign Exposure 
Originally, it had been assumed that because Iowa 
State University journalism students had been involved in 
the development of the advertising campaign, the student 
run, campus paper would be amenable to runnning the ads as 
a public service. This assumption proved to be wrong. The 
advertising manager at The Daily politely accepted the 
mechanical for the advertisement and said that she would 
try to get it into the paper as soon as possible. Because 
the mechanical for the advertisement was a full page, she 
said that she would have to reduce it "slightly.” 
Two days later, the ad appeared in the Daily. 
It had however, undergone a rather dramatic 
transformation. What had once been a full page 
advertisement, now appeared as a one column by four inch 
t 
ad. It also appeared at the bottom of the page and "in 
the gutter" (a newspaper phrase used to describe 
advertising material that appears on the inside column of 
the paper closest to the fold, a notoriously poor 
placement). The headline for the advertisement and the 
chart outlining the fines could be read with a bit of 
effort, but the body copy was illegible at this size (see 
Exhibit 1). When asked why the ad had been reduced so 
dramatically, the advertising manager alluded to the fact 
that non-paying customers had to take whatever space was 
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left unfilled by paying clients. 
Pammel Court. 
19 For Rent 
Large older 1 bedroom, 3014 West 
Street. $195/month plus utilities 
292-8123. 
BE THE FIRST TENANT 
GATEWAY PARK ESTATES 
Adjoining Gateway Park, pool, 
south of Towers, heat, garages, A/C, 
D/W, Refrigerator and stove, decks. 
OAKRIDGE & MAPLE GLEN 
1 BR. $295,2 BR. $370,3 BR. $440. 
PROFESSIONAL PROPERTY 
MGT, INC. 232-5718 
Sublease beautiful new 2 
bedroom apt., close to campus. In¬ 
cludes: stove, refrigerator, A/C, 
D/W, laundry, garbage and security 
system. $350 + electricity, 
292-1079. After 6:30 p.m._ 
Beautiful spacious new apart¬ 
ment in campustown. Ideal for 
visiting professor. 292-4581, after 
hours, 292-2444. 
21 Notices _ 
ADOPTION: Happily married cou¬ 
ple with a lot of love and security 
are anxious to adopt a white 
newborn. Expenses paid. Strictly 
confidential. Please call attorney 
Scott collect at (319) 588-0547 
weekdays. 
Horse Boarding. Stall, $50-$100. 
Pasture $50-$60. Horse rental. 
292-4996._ 
Spend Spring Break in South 
Padre. Call your campus represen¬ 
tatives now for best accomodation. 
Phlll—294-4409, Mike—294-1653. 
Reserve the Wicked Witch for 
Halloween balloon delivery or witch 
& pumpkin “Balloon in Box” 
delivered locally or shipped. Sing-A- 
Gram,232-FUNN._ 
Ask about our delicious long¬ 
stemmed cookie bouquets 
delivered locally or shipped 
anywhere. Sing-A-Gram, 232-FUNN 
PADRE/DAYTONA ONLY $118. 7 
nites condo, parties, small deposit 
can save you a place. Darren, 
292-2953 (after 6:00). 
HALLOWEEN COSTUME PARTY. 
Sat., Oct. 27 Welch Ave. Station 8 
p.m. sponsored by Design Council. 
I.S.U. Jazz combo performing Fri¬ 
day at noon—Design Center atrium. 
Anyone who observed a hit & run 
«•. .iWII -- . 
tatives won the 1984 Elected Of¬ 
ficial of the Year Award from Iowa 
Correctional Association and the 
Iowa Fireman’s Association Award? 
A. 1, if that State Representative 
happens to be Ralph Rosenberg. 
New classes in the UNION’S 
WORKSPACE. Calligraphy II starts 
Monday 10/29, Clay teapots, Tues¬ 
day 10/30, Advanced Darkroom, 
Wednesday 10/31. Call 294-3268 for 
details. 
LITTLE BURROr- 
I saw hoof prints at T.A. Juanas, 
were you there drinking 
margaritas with someone else? 
PEDRO 
PAINTING ON SIGNS 
IT’S NO JOKE 
IT’S A CRIME 
MAXIMUM HNf JAA U9M 
$1,000 1 YEAR 
$100 30 DAYS 
0 Iowa Department of Transportation 
American Heart 
Association 
WE'RE FIGHTING FOR YOUR LIFE 
Figure 6 
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Over the next six weeks, the print advertisements 
appeared six more times in the Dally in this diminutive 
size. The following is a schedule of the dates on which 
each of the four print advertisements appeared: 
THEME DATES AD APPEARED SIZE 
Stealing Signs Oc tob er 26, 1984 Small 
November 1 , 1984 Small 
Nov ember 9, 1984 Larg e 
November 14, 1984 Sraa 11 
Painting On October 4 , 1984 Small 
Signs October 26, 1984 Sma 11 
Shooting October 12, 1984 Sma 11 
Signs 
$ 1 ,000 ,000 October 12 , 1984 Sma 11 
a Year 
For purposes of testing, the Iowa Department 
Transportation agreed to pay for one of the advertisements 
to run once, in a three-quarter page size. It was decided 
that the advertisement which featured the photograph of a 
car crash and the headline: " Stealing Signs -- It’s No 
Joke, It's a Crime" would be run in the three-quarter 
page version. 
The posttest was conducted after the print 
advertisements had run in The Daily a total of eight times 
(seven in the small, public-service-size and once in the 
large, paying-customer size) over a period of six weeks. 
Tables 14 through 17 present the data collected in the pre 
and posttests regarding students' knowledge and awareness 
of sign vandalism before and after being exposed to the 
print advertising campaign. 
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TABLE 14 
A Pre and Posttest Comparison of Students' 
Knowledge of the Fine for Stealing Signs 
Q: WHAT DO YOU THINK THE MAXIMUM FINE WOULD BE IF A 
PERSON WAS CAUGHT STEALING A SIGN? (Correct 
answer is $1000) 
Correct Response 
($1,000) 
Incorrect Responses 
($25; $100; Other) 
PRETEST 
1-1 — 
1 1 
1 N | 
I i 
37 
I- 
1 
1 198 
1 1 1 
1 % 1 
1_| __ 15.7 I 84.3 . 1 _ __ 
POSTTEST 
1 — 1 
1 1 
1 N | 
1 i 
127 
1 - 
1 
I 125 
1 1 1 
1 % 1 
1-1- 
50.3 I 49.7 
-1- 
(X1 =65.37, df = 1, p < . 0 5) 
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TABLE 15 
A Pre and Posttest Comparison of Students' Knowledge 
ofthe Fine for Possesion of a Stolen Sign 
Q: WHAT DO YOU THINK THE MAXIMUM FINE WOULD BE IF A 
PERSON WAS CAUGHT WITH A SIGN IN HIS/HER ROOM? 
(Correct answer is $100) 
Correct Response Incorrect Responses 
($100) ($25; $1,000; Other) 
PRETEST 
1-1 — 
1 1 
1 N | 
1 1 
1 % 1 
1_| . 
112 
47.6 
|- 
1 
1 123 
1 
1 52.4 
1 
POSTTEST 
- -- 
1 1 
1 N | 144 
I 
1 
1 108 
1 1 
1 % 1 
1-1- 
57.0 
1 
I 43.0 
|- 
4.38, df = 1, p <.05) 
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TABLE 16 
A Pre and Posttest Comparison of Students' Knowledge 
of the Jail Terms for Sign Vandalism 
Q: WHAT SORT OF A JAIL TERM DO YOU THINK A PERSON 
COULD GET IF THEY WERE CAUGHT WITH A SIGN IN 
THEIR ROOM? (Correct answer is 30 days) 
Correct Response Incorrect Responses 
(30 days) (None; 1 year; Other) 
PRETEST 
1 — 1 — 
1 1 
1 N | 
1 | 
-| 
1 
91 | 
i 
144 
1 1 
1 % 1 
1_|_ 
1 
38.7 I 
__ _ i 
61.3 
- - 
1 1 
1 N | 
l i 
I 
1 
166 1 
I 
86 
1 1 
1 % 1 
1-1 — 
1 
65.8 1 
-| 
34.2 
(X2- =35.96 , df = 1, p<. 05) 
POSTTEST 
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TABLE 17 
A Pre and Posttest Comparison of Students' Knowledge 
of the Yearly Costs to the State of Iowa 
For Sign Vandalism 
Q: HOW MUCH DO YOU THINK IT COSTS THE STATE OF IOWA, 
EACH YEAR, TO REPLACE SIGNS WHICH HAVE BEEN 
STOLEN OR VANDALIZED? (Correct answer is one 
million dollars) 
PRETEST 
Correct Response Incorrect Responses 
($1,000,000) ($1,000; $500,000; Other) 
1 — 1 — 
1 1 
1 N | 
1 | 45 
-|- 
1 
1 
1 
190 
1 1 
1 % 1 
1_|_ 19.1 
1 
1 
_1_ 
80.9 
1-1 — 
1 1 
1 N | 
1 I 
56 
— |- 
1 
1 
1 
196 
1 1 
1 % 1 
1-1- 
22.2 
1 
1 
-| — 
77.8 
POSTTEST 
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Results o f the Evaluation 
In three of the four areas in which students were 
surveyed there was a relationship between their increased 
awareness of the sign vandalism problem and their exposure 
to the print advertisements. The greatest increase in 
awareness occured in relation to students' knowledge of 
the fine for stealing a sign. The surveys show that there 
was a 34.6% increase (Xx = 65.37, df = 1, p =<.05) in the 
students' awareness of the fine attached to sign theft, 
after exposure to the advertising campaign. It should be 
noted that the three-quarter page ad, which probably had 
the highest visibility due to its size, featured sign 
stealing as its theme. In addition, this advertisement 
which featured sign stealing also, appeared three other 
times in the smaller, public-service version. Therefore, 
students had greater exposure to this theme than the other 
three campaign themes and this would tend to explain the 
high increase in awareness in regard to the fine attached 
to sign stealing. 
There was also a significant increase in students' 
awareness of the 30 day jail sentence attached to 
possession of a highway sign. The survey showed a 27.1% 
increase (X2 = 3 5.9 6 , df = 1, p = <.05) in students' 
knowledge of this penalty after exposure to the advertising 
campaign. 
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In addition, there was a significant increase in 
students' awareness of the fine that could be charged to a 
person caught with a sign in his/her room. Knowledge of 
this fine increased 9.6% after exposure to the print 
advertisements (x1 = 4.38, df = 1, p = <.05). 
Statistically this increase was significant although it was 
not as dramatic as the increases noted for the previous two 
fines and penalties. In addition, it should be pointed out 
that the initial knowledge level for this fine was quite 
high among the sample populations. Some 47.6% of the 
students surveyed in the pretest knew the correct fine for 
a person caught with a sign in his or her possesion. The 
additional 9.4% increase, which can be attributed to the 
advertising campaign, brought the total proportion of 
students who were aware of this fine up to 57%. 
The smallest increase, a 3.1% increase in awareness, 
which is not statistically significant (X2 = .6987, df = 1, 
p = <.050) , was noted in relation to students' knowledge of 
the million dollar costs to the state for replacing stolen 
and vandalized signs. The relatively small increase in 
awareness regarding the state incurred costs, was probably 
due to the fact that students had the least exposure to 
this information. Whereas, each of the eight 
advertisements which appeared contained the chart listing 
the fines and penalties attached to sign vandalism, the 
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information regarding the state costs was available on only 
two occassions to students reading the Daily; 
1. The first exposure was possible if students 
noted the small ad with the headline: Sign 
Vandalism Costs Iowans $1,000,000 a Year. 
However, this was the advertisement that 
appeared only once in a poor position in the 
paper. 
2. The second exposure was possible if students 
actually read the body copy on the large, paid- 
for advertisement. There was one sentence, in 
the body copy of this ad, which referred to the 
amount of money spent by the state each year. 
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Summary 
A pre and posttest evaluation of the four print 
advertisements was conducted on the Iowa State University 
campus during the fall, 1984. The purpose of the test was 
to see how effective the advertisements would be in raising 
students awareness of the sign vandalism problem in Iowa. 
The print ads ran eight times in The Iowa State Daily, 
the student newspaper. The ads appeared seven times as 
small, public service announcements, and once as a paid, 
three-quarter page advertisement. 
The evaluation confirmed that the print 
advertisements were effective in raising student 
awareness of the fines and penalties attached to sign 
vandalism. However, the advertisement which attempted to 
raise awareness of the costs to the state was not 
signifcantly effective. The degree to which the 
advertisements were effective seemed to be related to the 
size, the placement and the number of times students were 
exposed to the advertising messages. 
CHAPTER VII 
FINDINGS, CONCLUSIONS AND IMPLICATIONS 
Introduction 
This chapter presents a.summary of findings from the 
Iowa sign vandalism study. It offers conclusions in light 
of the literature reviewed earlier in this study and it 
discusses implications for research and practice. 
This thesis began with a consideration of relevant 
theory that suggested ways in which public service 
advertising might play a role in raising awareness among 
Iowa teenagers of the statewide sign vandalism problem. 
Research questions were developed to guide the direction of 
the study. Data was gathered from appropriate populations 
and formative research was used as a basis for developing 
what might be salient messages to Iowa teenagers. 
In this chapter the entire process is reviewed and the 
research findings are discussed in relation to their role 
in the overall program development. 
1 1 0 
Research Questions Revisited 
This section draws upon research presented in the 
review of the literature and data gathered for this 
particular study. Comparisons are made between the 
findings of this study and the findings of previous 
studies. 
The present study was designed to answer a number of 
research questions. This section summarizes the major 
findings that arose during the course of the project in 
relation to these questions. 
Quest ion _1 
What are the social and environmental factors which 
influence vandalism? 
This research question served as a guide to 
understanding the context in which vandalism occurs and the 
relevant theories on how to treat vandalism. Of the three 
main categories of vandalism, the literature identifies 
sign vandalism as an erosive type in which vandals are not 
able to see their individual acts as contributing to the 
larger social problem. This theory appeared to be 
confirmed in the Iowa study. Sign vandals, who 
participated in focus groups, consistently displayed the 
attitude that taking one sign was not a serious crime and 
was, in fact, a harmless prank. 
The literature also suggests that there are a number 
of environmental factors which contribute to the 
vulnerability of street signs, in particular, their 
placement along road ways where surveillance is not 
feasible. The data gathered during focus group interviews 
with sign vandals suggests that sign vandalism occurs most 
often at night, on roads where there is little traffic. 
Hough et al (1980) predict that situational measures, 
such as public communication campaigns, can be effective 
in raising awareness among the target audience of the 
consequences of their vandalism behavior. There was 
evidence in the present study to suggest that a public 
service advertising campaign can be effective in raising 
awareness among the target audience of the problem and 
consequences of sign vandalism. 
Question 2 
In which age group is the incidence of sign 
vandalism behavior the greatest? 
The literature suggests that vandalism behavior is 
greatest among males in the 13-16 year old age group. The 
Iowa survey which was conducted with 506 teenagers, ranging 
in age from 13-22, suggests that sign vandalism behavior is 
greatest among high school age teenagers. Since most Iowa 
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high school students fall into the 14-18 year old age 
group, it would appear that sign vandalism is committed by 
an older segment of the population than other types of 
vandalism covered in the literature. In addition, the Iowa 
survey revealed that sign theft and vandalism is not just a 
male activity. In certain categories, such as painting on 
signs, girls were found to be equally active. 
It would seem that any program aimed at educating 
teenagers about the consequences and seriousness of sign 
vandalism should be aimed at high school age, or younger, 
b oy s and girls. 
Question 3 
Do teenagers in Iowa perceive of sign vandalism as 
a serious problem? 
The survey of Iowa, teenagers revealed that the 
majority of high school and college students were familiar 
with the use of signs as room decorations and were 
therefore familiar with the problem of stolen signs. In 
addition, students who were surveyed were aware of the 
dangers posed by missing and vandalized signs. However, 
they also appeared to be reluctant to take action to 
alleviate the problem of sign vandalism. The majority of 
students said they would -ignore it" if they saw a sign 
being stolen. This finding was inconsistent with their 
perceptions of the danger involved in removing signs and 
suggests that students have trouble relating the U3e of 
stolen signs as room decorations, to the larger safety 
p roblera. 
Another way that was taken to measure students’ 
perception of the magnitude of the Iowa sign vandalism 
problem was to question them as to how much money they 
thought was spent yearly in Iowa to replace stolen and 
vandalized signs. The survey revealed that students tended 
to minimize the cost to the state. This survey finding 
suggested that any effort to educate teenagers about the 
sign vandalism problem should include information regarding 
the actual scope and magnitude of the problem. 
Question 4_ 
What are the current levels of knowledge of Iowa 
teenagers regarding the fines and penalties attached 
to sign vandalism? 
The survey of 506 Iowa teenagers revealed that 81% of 
the students did not know the fine attached to sign 
vandalism and 9^% did not know the jail penalty attached to 
the crime. In addition, when confronted with choices of 
various fines and jail sentences, the teenagers tended to 
underestimate the consequences for stealing and vandalizing 
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signs. This finding is consistent with the data gathered 
regarding the third research question and lends support to 
the finding that teenagers do not perceive of sign 
vandalism as a serious crime with serious consequences. 
Question 5 
What method do Iowa teenagers regard as the most 
potentially effective way to reduce sign vandalism? 
Some 9^% of the students who were surveyed felt that 
’’the fear of getting caught” would be the greatest 
deterrent to sign vandalism. This finding was consistent 
with the findings of Stainforth and Twyman (1980) whose 
research in London revealed that TV messages which stressed 
"getting caught" were the most effective when tested on 
teenagers who had a history of vandalism. 
The Iowa survey also revealed that teenagers felt that 
severe fines and penalties would deter sign vandals. 
However, as was mentioned earlier, the majority of the 
students underestimated the actual fines and penalties 
attached to sign vandalism. 
It would seem that a public information campaign that 
aimed at educating teenagers to the actual fines and 
penalites attached to sign vandalism would be an important 
first step in reducing the problem. 
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Question 6 
Does the use of formative research, as a 
participatory message development process, 
promote 'bottom up' social change? 
Formative research was used in this study primarily as 
a method to guide the development of messages that would be 
salient to the target audience. By using formative 
research the author of this study hoped to be able to 
observe whether active participation by message developers 
in the formative process would promote 'bottom up’ social 
change. In other words, would the students who were 
involved in studying the social problem primarily as an 
exercise in message development, become personally involved 
in solving the social problem and feel motivated to 
initiate efforts to correct the social problem? 
There was evidence to suggest that participation in 
the formative message development process did promote 
'bottom up' social change. A group of students who called 
themselves SASS (Students Against Sign Stealing) formed 
during the course of the project. Led by a former sign 
vandal who had been involved in developing messages for the 
campaign, the group atempted to organize a Sign Amnesty 
Week on the Iowa State University campus. It should be 
noted that the group was not very successful in gaining 
support for their cause. The group disbanded after Sign 
Amnesty Week (during which only three signs were 
returned). They blamed their lack of success on their 
inability to properly promote the amnesty week due to a 
lack of funds. 
However, the appearance of this group does suggest 
that target audience participation in the development of 
the messages for a public communication campaign will not 
only assure planners of messages which are relevant, but 
may in fact, be a useful technique for promoting social 
change from the bottom up. 
Question 7 
Is public service advertising an effective 
way to increase awareness among Iowa teenagers 
about the problem and the consequences of sign 
vandalism? 
A pre and posttest evaluation were conducted on the 
four print advertisements that were developed for the 
public service advertising campaign. The purpose of the 
test was to measure how effective these advertisements 
were : 
-in raising college students’ awareness and 
knowledge levels regarding the fines and 
penalties for sign vandalism; and 
-in increasing students’ knowledge of the yearly 
cost to the state for replacing these signs. 
The surveys confirmed that three of the four prin 
advertisements were significantly effective in achieving 
this goal. The degree to which the advertisements were 
effective seemed to be related to the size and placement of 
the advertisements and the number of times students were 
exposed to the messages. 
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A Model for Participatory Message Development 
Formative or participatory research is distinguished 
from summative research in that it is not concerned with 
effects that have been hypothesized a priori within the 
framework of a broader deductive system. It is not so much 
concerened with the use of empirical and statistical 
proceedures and with replicable results that have the 
"highest possible degree of generalizability across 
situations” (Palmer, 1981). 
Formative or participatory research is a form of 
action research. It is situation specific. This is not to 
say that the messages which were developed for the Iowa 
sign vandalism campaigns might not be equally effective 
when displayed in newspapers in, say, New York. However, 
it is to say that the what is particularly genera 1izab1e 
from this study is the participatory message development, 
not the messages. If this participatory message 
development process were repeated in New York, the messages 
that were generated would hold greater significance for 
that particular audience. 
A six stage process model was used in the development 
of the sign vandalism campaign. This model is presented in 
a synopsized form for the benefit of educators or 
communications planners. The model is applicable to a 
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variety of social problems and should be of interest to any 
educator or communications planner interested in using 
public communications campaigns as a social change strategy. 
Mode 1 For Participatory Message Development 
Define the Social Problem 
Conduct Problem Tracking Research 
Compare Perceptions and Misperceptions 
of the Problem 
Set Communication Objectives 
Publish/Evaluate 
These six steps will now be discussed individually and 
suggestions offered as to how they can be incorporated into 
a public communication campaign. 
Define the Social Problem 
In this study, the Iowa D.O.T. initiated the 
development of the sign vandalism communication campaign. 
The problem of sign vandalism was, therefore, defined from 
the outset by the Iowa D.O.T. It should be pointed out 
that the way in which the problem is defined often 
determines the solution. The educator or planner who is 
looking at mass media as a social change strategy needs to 
attempt to remain at liberty to define the problem in terms 
other than those of the client. 
Maccoby and Solomon (1981) suggest the use of 
formative research as a technique for gaining a broad 
perspective on the social problem. They list four ways 
in which formative research can facilitate in the 
development of appropriate and effective campaigns. They 
are : 
1. collection of baseline data for developing 
audience profiles and for defining specific 
audiences segments, that is, what are the 
people in the communities like in terms of 
needs, desires, and experiences; 
2. collection of information for specific 
program planning, that is, asking the 
audience which of the following programs 
they would most like to participate in and 
which they feel would be most effective; 
3. collection of information for the 
development of specific media components, 
that is, which of the following messages and 
material do you feel would be most 
interesting to you; 
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4. process analysis of media materials, that 
is, have you seen this advertisement or 
brochure and is it of interest to you; 
5. process analysis of educational programs, 
that is, what have you heard about this 
prog ram? 
(Maccoby and Solomon, 1981, p. 120) 
An educator or planner who considers these five points 
will have examined the problem from the context of the 
larger community and can be assured of developing messages 
that reflect the needs of the larger community and not 
only the needs of the sponsoring organization. 
Problem Tracking 
Conventional advertising campaigns are often built 
on marketing research which is prospect oriented. 
Campaigns that deal with social problems or social issues 
require a research methodology that is centered on the 
problem rather than the prospect. Problem tracking 
research involves making the problem, the target of the 
research. 
In the Iowa, sign vandalism project, an effort was made 
to understand the problem from the perspectives of the 
following three groups: 
1. The Sponsor -- The Iowa D.O.T. The group that 
was attempting to change the problem. 
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2. The Target Audience -- Iowa teenagers. The 
primary group to whom the messages would be 
addressed. 
3. The Community. Members of the community in which 
the problem existed. 
Preferred subjects from each of these three groups 
were located and asked a series of questions about the 
problem. Preferred subjects were defined as those who 
knew "from personal example or study what the nature and 
significance of the problem was" (Felstehausen, 1982). 
The purpose of the problem tracking research was to 
identify areas in which there were shared, group 
misperceptions about the problem. The problem tracking 
research attempted to locate shared perceptions and 
misperceptions regarding the problem by asking each group 
the following questions: 
1. Do you perceive of sign vandalism as 
p roblem? 
a serious 
2 . Who is responsible for this problem? 
3. What are the social, environmental and 
issues that contribute to the problem? 
political 
4 . What are the motives and gratifications 
associated with this problem? 
5 . What activities might be most effective 
reducing the problem? 
in 
6. What are the costs and consequences of 
problem? 
the 
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Comparing Perceptions and Misperceptions 
The three sets of interviews were analyzed to 
determine commonly shared perceptions and misperceptions. 
The following chart is a simplified version of the findings 
from the interviews. It allows the reader to see the 
patterns which begin to emerge when one uses this type of 
problem tracking research. 
QUESTION D.O.T. SIGN VANDALS PUBLIC 
S.V . is a serious 
p roblem? Yes No No 
Who are sign 
vandals? 
College 
Kids 
High School 
Kids 
Delin¬ 
quents 
Why are signs 
taken? 
Anger at 
Authorities 
Fun Don ' t 
Know 
How can sign 
vandalism be 
reduced ? 
Stricter 
Laws 
Stress 
"Getting 
Caught" 
Better 
Law 
Enforc. 
What are costs 
for S.V.? 
$ 1 ,000 ,000 $ 50 ,000 $10,000 
What are fines 
and penalties 
for S.V.? 
1 year or 
$ 1 ,000 . 
$25 none 
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Set Communication Obje ctives 
In the case of the sign vandalism campaigns the 
communication objectives followed directly from the 
problem tracking research. The objectives were: 
1. To raise awareness among sign vandals that 
serious consequences can result from a missing 
or defaced sign; 
2. To increase awareness among both sign vandals 
and state taxpayers that $1,000,000 dollars 
is spent each year replacing stolen and 
vandalized signs; 
3. To raise awareness among sign vandals that 
sign vandalism is a serious crime with heavy 
fines and penalties for offenders; 
4. To educate the public about the various types of 
sign vandalism. 
Generate Messages 
Ideally, the messages should be generated in 
collaboration with representatives of the target audience. 
However, if this is not a viable alternative, the use of 
formative or problem tracking research should assure the 
campaign planner of messages that will be relevant to the 
target audience. 
Publish/Evaluate 
Evaluating the messages is an important final step to 
The sign 
assure that the campaign will be effective. 
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vandalism advertising campaign was evaluated using a 
standard pre and posttest to assess the impact of the 
advertisements on students attitudes and knowledge levels. 
It should be pointed out that the initial contract 
with the Iowa D.O.T. did not contain a media budget to pay 
for placement of the advertisements in the newspaper for 
evaluation purposes. It was assumed that the media would 
run the advertisements as a public service, in a size which 
was large enough to allow for proper evaluation. This was 
not the case. As was mentioned earlier, the ads appeared 
in a greatly reduced version. The author suggest that 
educators or communicators embarking on any public service 
advertising campaign, include the media costs for the 
evaluation in the proposed budget. 
Focus groups or discussion sessions with 
representative members of the target audience offer an 
alternative way to pretest or evaluate the messages. One 
technique used by advertising researchers is to ask a small 
group of representative members of the target audience to 
rank or prioritize the ads according to how potentially 
relevant the ads might be to the audience. Messages 
which receive the highest scores can be deemed to be the 
most effective. 
Although this six step model was developed and used 
primarily for the Iowa sign vandalism project, the model is 
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generalizable to other social problems in a variety other 
settings. The author welcomes scholars from the fields of 
education and communications to apply this model to other 
social problems and issues, and feels it can be a useful 
tool for developing messages which are relative and 
meaning fu1. 
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Implications for Practice 
This section offers implications for practice that are 
drawn from the tensions and issues that developed during 
the course of this project. Educators or communications 
planners who are interested in exploring the use of mass 
media messages as a social change approach might find the 
material in this section of interest and possible use. 
One issue which calls out for further discussion at 
this point is the concept of participation. One of the 
aims of this project was to examine target audience 
participation in the message development process. However, 
in the present study, the messages were developed in a 
classroom setting. Student participation was, in effect, 
forced . 
A certain amount of tension arose when the project 
was first introduced in a class. In some cases students 
resented being asked to participate in the message 
development process. They expressed the feeling that sign 
vandalism was the Iowa D.O.T.'s problem, not their problem 
and they perceived that by "helping” the D.O.T. they 
were, in effect conspiring against their peers. Had the 
campaign development been a strictly voluntary assignment, 
the author feels she would not have gotten many volunteers 
to participate in the message development. In fact, in one 
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class where the choice was given, the students chose not to 
participate in the project. Campaign planners should be 
alert to the fact that participation in the message 
development process may be hard to achieve when the 
audience is part of the problem. 
Another issue in which tension can arise is defining 
the principal investigator’s role in the development of the 
campaign. In this study the author acted as go-between 
between the client and the students. Even though she 
explained her interest as that of a non-biased researcher, 
students considered her a representative for the D.O.T. 
This misperception of her role as one of ’’them'’ hampered 
her ability to get discussion going particularly when it 
involved students’ personal knowledge of and involvement 
in sign vandalism. 
Another issue that should be addressed in this section 
concerns the actual size and placement of public service 
advertisements which are aimed at creating social change. 
The author naively assumed that the media would be 
receptive and genuinely interested in co-operating in the 
gratis placement of the public service advertisements. As 
was explained in the case study, this was not the case. 
The media are interested in paying customers, and a 
communications planner who is interested in using public 
service ads should be aware of this fact and design ads 
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in a variety of small sizes which can be esaily utilized by 
the print media. 
The Iowa Department of Transportation found itself in 
the uncomfortable position of feeling pressured into 
paying for a "larger version" of their public service 
advertisement in order to test it. The obvious problem 
here was that if the D.O.T. paid for an ad in The Daily , 
other newspapers might assume there was an advertising 
budget and be unwilling to donate free space to the 
D.O.T.’s advertising campaign. 
There remains a great need to expand our understanding 
of the potential for and needs of educators and social 
change strategist to develop ways to use the mass media to 
promote social change. It is hoped that, by looking at one 
program, this study has contributed to an understanding of 
some of the issues surrounding the design and 
implementation of a public service advertising campaign 
aimed at creating social change. 
Implications for Research 
This section presents a series of implications for 
further research growing out of the findings of the present 
study. A number of areas for further research are 
suggested. The first focuses on the need for further 
research on the phenomenon of sign vandalism. There are 
many unanswered questions. In this study teenagers often 
described signs as trophies. This suggests some questions: 
Are highway signs trophies that represent 
courage, daring and adventurousness on the part 
of the owner? 
Do highway signs represent the power of driving? 
Are they symbols for the right of passage from a 
walker to a driver? 
Do street signs by their very nature say '’public” 
property? Do teenagers, who consider themselves 
part of the public, really believe that their 
taxes have paid for the signs? 
Why are stolen signs hung on the wall? Do they 
represent art? Are they, in fact, a contemporary 
art form? 
Other questions arose in regard to the effectiveness of 
public service advertising campaigns as a social change 
strategy. 
Is there an optimum size for a public service 
print advertisement? 
What size public service advertisement is most 
frequently used by the print media? 
Will members of the target audience voluntarily 
agree to participate in the development of 
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messages aimed at solving a social problem of 
which they are a part? 
Is the small group discussion that accompanies 
the message development process as effective a 
social change strategy as the public 
communication campaign? 
Will public service messages, over time, actually 
change sign vandalism behavior? Or are they most 
effective in changing attitudes? 
How might some of the newer media, such as cable 
be integrated into a public service advertising 
campaign? 
A number of suggestions on actual practices which 
might reduce sign vandalism were suggested during the 
course of this study. These practices offer research 
opportunites which might be of interest to future students 
of the sign vandalism problem. 
If a question regarding the penalties for sign 
vandalism were added to state driver’s 
license exams, would it significantly 
increase teenagers awareness of the problem? 
If state departments of transportation were 
to sell reproductions of highway signs for 
wall decorations, would this increase or 
decrease sign vandalism? 
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Conclusions of the Study 
This study has looked at the development of a public 
service advertising aimed at educating Iowa teenagers about 
the problem and consequences of sign vandalism. The study 
concluded that messages developed using formative research 
were effective in raising students' awareness of the sign 
vandalism problem and educating them regarding the fines 
and penalties attached to this crime. 
However, public service advertising is merely one way 
to educate large groups of people about a social problem. 
And it may not be the most effective way. This study 
evaluated the media messages in terms of quantitative 
attitude change. However, changing attitudes about sign 
vandalism will not necessarily effect actual behavior 
change. In fact, drawing attention to the sign vandalism 
problem by using public service advertisements might 
actually make sign vandalism more appealing to teenagers. 
Could knowing the fines might make sign vandalism more of 
a challenge? Or, could it make sign vandals even more 
cautious and sneaky about vandalizing a sign? 
Another option that should be considered along with 
public service advertising would be the use of small group 
•discussions in high schools on the problem of sign 
vandalism. The appeal of small group discussion is that 
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there is less left to chance. The education is taking 
place in a controlled setting and there is less chance that 
the messages might be misinterpreted. 
To facilitate small group discussion in high school 
driver’s education classes there would be a need for 
classroom materials that a high school teacher could use. 
These driver’s education materials could correspond to the 
on-going public service advertising campaign and might 
actually increase the effeetivenesss of the media campaign. 
For years, firemen in communities across the country have 
visited schools in an on-going fire prevention program that 
runs in conjunction with the Sraokey the Bear public 
service advertising campaign. A similar on-going anti¬ 
sign vandalism campaign could be developed for use in high 
schools. There is a need for relevant audio-visual 
materials could be used in the classroom to describe the 
problem and present a starting point for small group 
disscussion. 
This dissertation has represented only one part of 
what is involved in a total effort to reduce sign 
vandalism. What is clear is that public service 
advertising has a very definite place in program design. 
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APPENDIX A 
This survey is being done for an Iowa State University advertising class. 
Your answers will be used to help develop a public service ad campaign. Please 
do not put your name on the survey, and please answer only those questions which 
apply to you. Your participation in this survey is voluntary. All answers will 
be kept strictly confidential. Thank you. 
For each of the following statements please circle the number which best 
describes the way you feel: 
Strongly 
Agree 
Agree Don't Know 
Not Sure 
Disagree Strongly 
Disagree 
1. People take highway signs 
because it's a challenge 1 2 3 4 5 
2. People take highway signs 
to use as room decorations 1 2 3 4 5 
3. People take highway signs 
to challenge authority 1 2 3 4 5 
4. People take highway signs 
because they're bored and 
looking for a little 
excitement 
1 2 3 4 5 
5. Some people collect high¬ 
way signs as a hobby 
1 2 3 4 5 
How likely would you say it would be for a traffic accident to occur if the 
following signs were removed or made unreadable? 
Very 
Likely 
Likely Don't 
Know 
Unlikely Very 
Unlikely 
6. A Stop Sign 1 2 3 4 
3 
7. A Speed Limit Sign 1 2 3 
4 5 
8. A Construction Sign 1 2 3 
4 5 
9. A Curve Ahead Sign 1 2 3 
4 5 
10 . A Railroad Crossing Sign 1 2 3 
4 5 
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11. A Street Name Sign 
Very 
Likely 
1 
Likely Don't 
Know 
2 3 
Unlikely 
4 
Very 
Unlikely 
5 
12. A Men Working Sign 1 2 3 4 5 
13. A Detour Sign 1 2 3 4 5 
14. A Route 69 (or other route) 1 2 3 4 5 
15. How much money would you estimate is 
which have been stolen or vandalized? 
spent in Iowa every year to replace signs 
a. approximately $5,000 
b. approximately $100,000 
c. approximately half a million 
d. over a million dollars 
dollars 
16. What do you think the maximum fine Is In lova for stealing or vandalizing a 
highway sign? 
a. no fine 
b. $100 
c. $300 
d. $500 
e. $1,000 
17. What do you think the maximum jail term is in Iowa for stealing or vandalizing 
a highway sign? 
a. no jail term 
b. 30 days 
c. 60 days 
d. 90 days 
e. 1 year 
18. What do you think the maximum fine and penalty is in Iowa for having a highway 
sign in your house or apartment? i 
a. no fine or penalty 
b. $25 or 3 days in jail 
c. $100 or 30 days in jail 
d. $500 or 30 days in jail 
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How effective do you think the following methods would be for reducing sien 
theft and vandalism in Iowa? K 
19. Severe fines and jail 
sentences for offenders 
Very 
Effective 
1 
Fairly 
Effective 
2 
Don't 
Know 
3 
Slightly 
Effective 
4 
Ineffec 
5 
20. Releasing information 
about accidents that result 
from missing or vandalized 
signs 
1 2 3 4 5 
21. Educating students in 
driver education classes 
about the problems of 
sign vandalism 
1 2 3 4 5 
22. Public service advertising 
on TV and in newspapers 1 2 3 4 5 
23. Paying rewards for 
turning in violators 1 2 3 4 5 
24. Do you know anyone who has a sign for a room decoration? 
a. Yes 
b. No 
25. Which of the following types of signs have you seen used as room decorations? 
a. Regulatory (Stop, Speed Limit, One Way, etc.) 
b. Warning (Curve, Deer Crossing, etc.) 
c. Informational (Street Name Signs, Handicapped, etc.) 
d. None of the above 
e. All of the above 
26. About how many traffic accidents do you think occur in Iowa each year due 
to missing or damaged signs? 
a. 0 
b. 5 
c. 15 
d. 35 
e. 55 
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27. Have you ever been part of a group that has taken a sign? 
a. Yes 
b. No 
28. Have you ever been part of a group that has painted on a sign? 
a. Yes 
b. No 
29. Have you ever been part of a group that has shot at a sign? 
a. Yes 
b. No 
30. Have you ever personally taken a sign? 
a. Yes 
b. No 
31. Have you ever personally painted on a highway sign? 
a. Yes 
b. No 
32. Have you ever shot at a sign? 
a. Yes 
b. No 
33. Have you ever run down a highway sign? 
a. Yes 
b. No 
34. If you have been involved in these activities, when were you involved? 
a. Elementary School 
b. Junior High School 
c. High School 
d. College 
e. Never been involved 
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How important would you 
to steal or vandalize a 
say the following factors 
sign? 
are in a person’s decision 
Very 
Important 
Pretty 
Important 
Not 
Sure 
Slightly 
Important 
Very 
Unimportant 
35. Peer pressure 1 2 3 4 5 
36. Alcohol or drug use 1 2 3 4 5 
37. Anger at authorities 1 2 3 4 5 
How important would you say the following factors are in a person's decision 
not to steal or vandalize a sign? 
Very Important Not a Unimportant Very 
38. A fear of getting caught 
Important 
1 2 
Reason 
3 4 
Unimportant 
5 
39. Peer disapproval 1 2 3 4 5 
40. Parental disapproval 1 2 3 4 5 
41. Not interested in signs 1 2 3 4 5 
About how often would you say you watch the following TV programs? 
Watch Watch Watch Watch Never 
Regularly Often Sometimes Seldom Watch 
42. Soap Operas 1 2 3 4 5 
43. Game Shows 1 2 3 4 5 
44. Friday Nite Videos 1 2 3 4 5 
45. Police-Detective Shows 1 2 3 4 5 
46. Situation Comedies 1 2 3 4 5 
47. Cartoons 1 2 3 4 5 
48. Movie Specials 1 2 3 4 5 
49. News 1 2 3 4 5 
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50. What do you think you would do if you saw someone steal or vandalize a sign? 
a. Tell them to stop 
b. Report it to authorities 
c. Ignore it 
51. If there were a sign amnesty day in your town when people could return stolen 
signs without fear of fines or punishment, do you think people would return them? 
a. Yes 
b. No 
52. Choose the single answer which best describes you: 
a. Junior High Student 
b. High School Student 
c. College Student 
53. Please indicate sex: 
a. Male 
b. Female 
54. Please indicate age: 
a. 17 f. 22 
b. 18 g. 23 
c. 19 h. 24 
d. 20 i. 25 
e. 21 j. over 25 
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APPENDIX B 
Hello, my name is _,_and I'm conducting a survey for 
a speech class. We're working on a project on highway sign theft and vandalism 
and I wondered if I could ask you a few questions on that subject? 
1. Do you know what sign vandalism is? 
(If they say no — sign vandalism involves stealing signs to use as room decorations 
or just for fun. Also, it involves shooting at signs and spray painting words on 
signs) 
2. If you had to estimate how much money is spent each year in 
Iowa to replace stolen and vandalized signs, how much do you think it would cost? 
a. a thousand b. a half million c. a million d. 
T 
3. What do you think the fine is if a person is caught stealing a sign? 
a. $25 b. $100 c. $1,000 d. 
4. What kind of a fine do yoa think a person could get if they were caught with a 
sign in their room? 
a. $25 b. $100 c. $1,000 d. 
5. What sort of jail sentence do you thLnk a person could get if they were 
caught with a sign in their room? 
a. no jail term b. 30 days c. a year 
147 
APPENDIX C 
Hello, my name Is___and I'm conducelng a survey for 
an advertising class. We're evaluating a public service advertising campaign 
that's been running in the Daily. I wonder if I could ask you a few questions? 
!• HAVE YOU SEEN AN* ADS IN THE DAILY DEALING WITH HIGHWAY SIGN 
THEFT OR VANDALISM? — -- 
a. Yes b. No 
2. CAN YOU DESCRIBE THE AD? 
3. HOW MUCH MONEY DO YOU THINK IS SPENT IN IOWA EACH YEAR TO 
REPLACE STOLEN AND VANDALIZED SIGNS? 
a. 1,000. b. half a million c. a million d._ 
4. WHAT IS THE FINE FOR A PERSON WHO IS CAUGHT STEALING A SIGN? 
a. $25 b. $100 c. $1,000 d._ 
5. WHAT IS THE FINE FOR A PERSON CAUGHT WITH A SIGN IN THEIR ROOM? 
a. $25 b. $100 c. $1,000 d._ 
6. WHAT SORT OF A JAIL SENTENCE COULD A PERSON GET IF THEY WERE 
CAUGHT WITH A SIGN IN THEIR ROOM? 
a. no Jail term b. 30 days c. a year d. _ 
7. IF YOU HAVE SEEN THE ADS, DO YOU THINK THAT THEY WILL BE EFFECTIVE 
IN REDUCING SIGN VANDALISM? 
8 . HOW OFTEN DO YOU READ THE DAILY 
A. everyday 
? 
b. 2 or 3 times a week c seldom/never 
APPENDIX D 
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INTERVIEW SCHEDULE 
1. Why do you think people take road signs? 
2. Why do you think people shoot at road signs? 
3. Do you know anyone who has been personally Involved in stealing or 
shooting at a sign? 
4. Why do you think they did It? 
5. Do you know anyone who has a sign hanging in their room? 
6. How would you describe this person? 
7. Which signs do you see most frequently hanging on people's walls? 
8. Are there any signs that you think could create dangerous traffic 
situations if they were removed? Which ones? 
9. How old do you think most kids are who take signs? 
10. How do you think sign theft and vandalism could be reduced? 
11. If you could go on TV as a spokesman to people of your age, what would 
you say about sign vandalism? 
12. Who do you think the most believable spokesperson would be on the 
subject of sign vandalism? 
13. If there was an amnesty day on campus do you think that students 
would return signs? 
14. If rewards were offered for information leading to the return of 
signs do you think this would help? 
15. Do you have any other suggestions to offer on how to reduce sign 
theft and vandalism in Iowa? 


